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papers  “ 
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evolve  into 
“information 
companies”  -g, 
to  protect  and 
grow  their  business. 

That’s  a  given.  The  hard  part  is  making  a  profit  at  it. 

At  New  Horizons  Team”,  we  can  help  you  identify 
the  right  business  and  revenue  model  for  a 
profitable  evolution  now,  not  down  the  road. 
Especially,  if  you  publish  a  small  or  medium 
size  newspaper.  We  have  experience  at  it. 
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revenue  models.  And,  we  were  the  first  newspaper- 
owned  company  to  help  other  newspapers  publish 
telephone  directories  as  a  new  revenue  stream. 

Now,  we  are  developing  a  community  commerce 
business  model  for  smaller  newspapers  One  that 
integrates  print  &  voice  &  internet  solutions  to  attract 
a  new  segment  of  small  business  advertisers,  and 
generate  incremental  revenue. 

Our  first  (C-Commerce)  offering  is  a  multi-media 
business  directory,  with  a  print  revenue  model. 

We’ve  proven  our  products  work.  Now  we’d  like  to 
show  you.  After  all,  if  it’s  proven  in  Pottsville,  it’ll 
play  in  Peoria,  Portland,  Petoskey,  Piccayune,  etc... 

Call  us  today  for  more  information  on  our 
revenue  generating  products. 
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SF  Catholic  paper 
stirs  controversy 

The  newest  up-and-coming  San  Fran¬ 
cisco  newspaper  publisher  is  not  some 
golden  boy  from  Gannett  or  a  Knight 
Ridder  superstar  on  the  move,  it’s  none 
other  than  San  Francisco  Archbishop 
William  Levada. 

Since  the  Archdiocese  of  San  Fran¬ 
cisco  began  distributing  a  weekiy  news¬ 
paper  on  Feb.  12,  published  by  Levada 
and  sent  to  more  than  100,000  Catholics 
in  three  counties,  its  impact  on  local 
issues  has  already  been  felt,  according  to 
local  observers. 

Just  weeks  after  the  first  copies  of 
Catholic  San  Francisco  were  sent  out,  the 
religious-based  newspaper  took  shots  at  a 
local  gay  organization’s  plans  for  an 
anniversary  celebration  on  Easter  Sunday. 
The  Sisters  of  Perpetual  Indulgence, 
known  for  wearing  outlandish  outfits  and 
make-up  and  impersonating  nuns,  held 
their  20th  anniversary  street  party  in  the 
city’s  predominantly  gay  Castro  neigh¬ 
borhood  on  Easter. 

After  hearing  that  the  city’s  Board  of 
Supervisors  had  approved  a  street  closure 
for  the  event.  Catholic  San  Francisco 
published  a  column  criticizing  the  plans 
along  with  the  phone  numbers  of  Mayor 
Willie  Brown  and  several  supervisors. 
The  coverage  prompted  numerous  phone 
calls  to  City  Halt  urging  officials  to 
revoke  the  permit,  which  led  to  a  hearing 
on  the  matter  last  week  where  the  street 
closure  was  allowed  but  with  two  board 
members  dissenting.  —  Joe  Strupp 

R.I.P.  to  writer  who 
falsified  obit  quote 

For  reporters  who  think  made-up 
quotes  are  only  punishable  if  the  person 
involved  is  still  alive,  think  again.  A  for¬ 
mer  staffer  at  The  Sun  in  Baltimore, 
Robert  Hilson  Jr.,  found  out  the  hard  way 
that  fraudulent  comments  about  anyone 
in  a  newspaper,  dead  or  alive,  are  a  no-no. 

Hilson,  a  20-year  newspaper  veteran, 
did  the  “unthinkable,”  Sun  editor  John 
Carroll  told  The  Washington  Post,  when 
Hilson  placed  a  quote  in  an  obituary  for 
retired  Maryland  surgeon  Robert  Healy 
that  attributed  a  favorable  comment  about 
Healy  to  a  man  named  Raymond  Kendall. 

The  quote  was  concise,  meaningful, 
and  descriptive  —  and  absolutely  false. 

Following  the  publication  of  the  com¬ 


ments  in  the  Sun's  Feb.  22  edition,  a  rela¬ 
tive  of  Healy  told  the  newspaper  that  they 
had  never  heard  of  Kendall.  After  some 
research  by  the  paper,  Hilson  eventually 
confessed  to  the  made-up  comment,  the 
Post  says,  before  being  fired. 

—  Joe  Strupp 

Cracking  the 
celebrity  dish 

Call  him  flamboyant,  but  don’t  accuse 
David  Pecker,  the  new  head  of  National 
Enquirer  and  Star  parent  company 
American  Media,  of  taking  himself  too 
seriously.  At  a  recent  panel  discussion  on 
publishing  sponsored  by  Pace  University 
and  Arthur  Andersen,  Pecker,  the  former 
CEO  of  Hachette  Filipacchi  Magazines 
where  his  titles  included  Elle  and  Spin, 
poked  fun  at  the  supermarket  tabs  while 
soliciting  for  news  (“we  pay  for  tips”). 

On  the  subject  of  business,  Pecker  got 
serious,  lamenting  the  lag  in  single-copy 
sales,  checkout  scanner  snags,  and  compe¬ 
tition  for  supermarket  shelf  space.  He  says 
he  plans  to  use  market  research  to  track 
magazine  sales  for  the  company,  which  has 
fallen  on  hard  times  due  to  lagging  circula¬ 
tion.  He  added  he  has  a  stake  in  his  new 
job:  “As  principal  shareholder,  all  I  do  care 
about  is  making  money.”  —  Lucia  Moses 

Church  loses  tax 
status  after  ad 

When  a  New  York  church  ran  political 
newspaper  ads  in  1992  denouncing  then- 
presidential  candidate  Bill  Clinton  as 
someone  “in  rebellion  to  God’s  laws,”  it 
stepped  over  the  boundaries  of  simple 
religious  persuasion  into  political  adver¬ 
tising,  a  federal  judge  determined  in  a  rul¬ 
ing  last  week  that  stripped  the  church  of 
its  tax-exempt  status. 

U.S.  District  Court  judge  Paul 
Friedman  upheld  an  Internal  Revenue 
Service  decision  to  revoke  the  tax-free 
status  of  the  Church  at  Pierce  Creek  near 
Binghamton,  N.Y.,  after  it  ran  ads  in  USA 
TODAY  and  The  Washington  Times  seek¬ 
ing  donations  to  pay  for  the  ad  opposing 
Clinton.  The  court  ruling,  which  marks 
the  first  time  a  church  has  lost  its  tax-free 
privilege  for  political  activism,  drew 
mixed  comments  from  religious  and 
political  leaders,  who  differed  on  its 
future  impact. 

“There  will  be  hesitancy  for  churches 


to  speak  out,”  attorney  Mark  Troobnick, 
who  represented  the  church,  told  The 
Associated  Press.  But  others,  such  as 
Christian  Coalition  executive  director 
Randy  Tate,  disagrees.  He  says  the  rul¬ 
ing  will  not  stop  his  organization,  which 
is  planning  to  distribute  70  million  voter 
guides  next  year.  “It  will  not  be  a  deter¬ 
rent  to  active  churches,”  he  says. 

—  Joe  Strupp 

Funny  Onion 
releases  book 

The  staff  of  a  popular  satirical  newspa¬ 
per  in  Madison,  Wis.,  has  released  their 
first  book  and  it  promises  to  make  you  cry 
—  with  laughter. 

The  Onion,  a  print  and  online  newspa¬ 
per  that  prides  itself  in  mocking  the 
stodgy  conventions  and  self-inflated  egos 
of  hard-news  journalism,  presents  “Our 
Dumb  Century:  1(X)  Years  of  Headlines 
from  America’s  Finest  News  Source,”  a 
listing  of  the  craziest  fake  headlines  to 
appear  in  the  newspaper. 

Some  examples  of  the  razor-edged  wit 
contained  in  the  book  are:  “New  President 
Feels  Nation’s  Pain,  Breasts,”  “Tortilla- 
Chip  Supply  Dwindling,  Reports  Man  On 


www.theonion.com 


Couch,”  and  “Fox  Ordered  To  Cancel 
Upcoming  When  Presidents  Are 
Assassinated  Live  Special.”  The  book’s 
publisher.  Crown  Books,  reported  that 
they  sold  all  of  the  85,(X)0  first-run  print¬ 
ings  four  days  before  the  book’s  release 
on  April  1  and  are  currently  running  a  sec¬ 
ond  emergency  printing. 

Since  the  launch  of  their  Web  site,  the 
Onion  has  been  featured  in  Entertainment 
Weekly  and  Time  magazine. 

“We’re  all  very  disillusioned  with  all 
the  pseudo-fame  we’ve  attained,”  says 
Scott  Dikers,  editor  of  the  newspaper  and 
Web  site.  “It’s  hard  to  use  this  stuff  to  get 
girls.  It’s  kind  of  pathetic  ...  to  say,  ‘See, 
I’m  in  a  magazine.’” 
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Which  piece 
do  you 

capture  next? 

The  nature  of  business  today  is  more  competitive 
than  ever.  New  media  and  evolving  technologies 
have  created  a  business  environment  characterized 
by  both  challenge  and  opportunity. 

In  your  efforts  to  constantly  leverage  your  content, 
brand' and  market  position,  our  people,  solutions 
and  services  can  help  you  succeed.  Our  content 
and  information  management  solutions  have 
continually  set  the  standard  of  comparison,  meeting 
the  rigorous  productivity  demands  of  our  customers 
around  the  world. 

At  Atex  Media  Solutions,  we  are  helping  publishers 
achieve  their  financial  objectives.  In  times  of 
challenge  and  opportunity,  our  unique  understanding 
of  your  individual  business  requirements  can  help 
you  develop  a  winning  strategy. 

It's  your  move. 

www.atex.com 


ATEX 


15  Crosby  DriVe 
Bedford,  MA  USA  01730 
1  800-433-ATFX 


ATEX"  is  registered  tradem.rrk  iif  Atex  Publishing  Systems  Corporation, 
a  wholly  owned  suhsidiary  ol  Atex  Media  Solutioirs,  Inr. 
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Suspects  may  get  a  break 

Questions  raised  about  whether  ‘perp  walks’  and  ‘ride-alongs’  are  constitutional 


by  David  Noack 

The  police  custom  of  parading 
defendants  before  the  press,  the 
“perp  walk,”  and  letting  reporters 
and  photographers  enter  residences  dur¬ 
ing  so-called  “ride-alongs”  with  the  cops, 
may  be  in  for  some  drastic  changes. 

The  two  practices,  which  serve  the 
interests  of  the  media  and  police,  have 
recently  come  under  fire.  A  federal  judge 
in  New  York  declared  the  perp  walk 
unconstitutional  and  the  nation's  top 
court  questioned  whether  law  enforce¬ 
ment  agents  should  allow  reporters  and 
photographers  to  accompany  them  when 
they  enter  a  residence. 

The  actions  have  prompted  journalists 
to  question  the  news  value  of  these 
events,  whether  they  foster  an  unhealthy 
co-dependency,  and  if  the  practices  disap¬ 
peared  tomorrow,  would  anyone  care? 

The  perp  walk  case  involves  a  former 
doorman  who  sued  New  York  City,  the 
police  department,  and  a  detective,  after 
he  was  posed  in  front  of  a  television  sta¬ 
tion’s  camera.  The  TV  station  had  request¬ 
ed  a  perp  walk  and  the  police  obliged. 

The  ride-along  legal  challenge  stems 
from  a  case  in  wnich  CNN  was  sued  by  a 
Montana  couple  after  the  all-news  outlet 
accompanied  federal  agents  on  their  prop¬ 
erty,  searching  for  evidence  that  eagles 
were  being  illegally  killed.  Another  case 
that  challenges  the  ride-along  is  a  lawsuit 
against  federal  agents  who  took  a 
Washington  Post  reporter  and  photogra¬ 
pher  into  a  Maryland  couple’s  house  in  an 
attempt  to  arrest  their  son,  a  fugitive.  The 
Post  was  not  named  in  the  lawsuit. 

Cissy  Taylor,  crime  reporter  for  The 
Union  Leader  in  Manchester,  N.H.,  argues 
that  the  two  practices  should  continue. 

“I  think  the  ride-along  and  the  perp 
walk  have  legitimate  news  value.  I  have 
written  features  and  hard  news  stories 
about  the  ride-alongs,  whether  it  was 
with  a  cop  on  the  beat,  a  narcotics  offi¬ 
cer,  or  someone  running  a  sting  on  hook¬ 
ers  and  johns,”  says  Taylor. 

Vicki  Sylar,  a  reporter  with  WXOW- 
TV  in  La  Crosse,  Wis.,  says  when  cover¬ 
ing  court  cases  in  Minnesota,  which  does 

Snot  allow  cameras  in  the  courtroom,  the 
jjerp  walk  is  sometimes  the  only  way  to 


get  a  picture  of  a  defendant. 

She  cites  the  case  of  a  LaCrosse 
County  probation  officer  who  was  arrest¬ 
ed  in  November  1997  in  Winona,  Minn., 
on  burglary  charges. 

“His  perp  walk  was  the  only  access  we 
had  to  get  video  of  him,”  says  Sylar,  who 
adds  that  they  did  have  a  still  photograph 
of  the  suspect  but  needed  moving  pictures. 

Bill  Johnson,  a  former  AP  reporter  and 


by  David  Noack 

Western  reporters,  accustomed  to 
witnessing  the  human  tragedy 
and  physical  destruction  of  war, 
find  themselves  largely  on  the 
sidelines  in  this  latest  conflict, 
relying  on  official  statements 
and  tales  of  terror  from 
refugees  fleeing  Kosovo. 

Some  of  the  country’s 
major  news  organizations, 
including  The  Washington 
Post,  The  Boston  Globe,  the 
Los  Angeles  Times,  USA 
TODAY,  The  New  York  Times, 

Baltimore’s  The  Sun,  and  The 
Associated  Press,  are  all 
scrambling  to  get  the  latest 
news  from  the  front  lines, 
where  the  action  is  taking  place. 

But  a  hostile  government,  which  has 
kicked  out  many  American  journalists  and 
is  imposing  strict  press  restrictions  on  the 
few  that  remain,  has  made  reporting  on  the 
war  that  much  harder.  When  the  fighting 
broke  out  on  March  24,  government  officials 
rounded  up  29  Western  journalists  in 
Belgrade,  the  Yugoslav  capital,  and  expelled 
them  from  the  country. 

Since  then  reporters  have  been  trying  to 
get  back  into  the  country.  Late  last  week, 
reporters  for  the  Washington  Post,  Los 
Angeles  Times,  and  Knight  Bidder  News 
Service,  who  had  been  ejected  from 
Yugoslavia  and  were  making  their  way  back 
by  car,  were  again  forced  out  by  authorities. 
Most  reporters  are  stationed  in  surround- 


editor,  says  the  media  shouldn’t  tag  along 
with  the  cops. 

“The  media  has  no  business  being 
along  on  such  raids,  or  at  any  other  time 
when  the  cops  go  into  a  private  residence. 
I’m  surprised  that  more  people  haven’t 
sued.  In  my  opinion,  the  First  Am¬ 
endment  does  not  give  a  reporter  the  right 
to  intrude  on  someone  else’s  privacy,” 
says  Johnson. 


ing  Montenegro,  Albania,  and  Macedonia, 
where  refugees  from  Kosovo  are  heading  to 
flee  the  fighting. 

Philip  Bennett,  the  assistant  managing  edi¬ 
tor  for  foreign  news  at  the  Washington  Post, 
says  both  of  the  paper’s  staff  re¬ 
porters,  Peter  Finn  and  R.  Jeffrey 
Smith,  were  arrested  and  ex¬ 
pelled.  The  paper  is  relying  on  a 
stringer  in  Belgrade. 

“This  is  what  happens.  Ob¬ 
viously,  Smith  was  on  a  list  that 
they  were  looking  for.  ...  It’s 
because  of  what  he’s  written, 
and  we  are  going  to  continue  to 
write  the  story  as  we  see  it,  and 
this  is  the  price  you  sometimes 
have  to  pay,”  says  Bennett. 

Matt  Storin,  editor  of  the 
Boston  Globe,  says  there  is  a 
stringer  in  Belgrade,  but  no  staff  reporters. 

Storin  says  Susan  Milligan,  the  paper’s 
Hungary  correspondent,  had  moved  down 
from  Budapest  to  Belgrade  the  day  before 
the  bombing  began  and  was  one  of  the 
reporters  rounded  up  by  the  government, 
taken  with  other  journalists  on  a  convoy 
to  Hungary. 

“She  then  made  her  way  back  to  Albania 
by  way  of  Frankfurt. . . .  She  says  the  corre¬ 
spondents  travel  together  for  safety  and 
economy,”  says  Storin,  who  adds  that 
Kevin  Cullen,  a  London-based  correspon¬ 
dent,  was  punched  by  demonstrators. 

Jefferson  Price,  foreign  editor  at  the  Sun, 
says  that  London-based  correspondent  Bill 
Glauber,  who  was  in  Kosovo  prior  to  the 
bombing  and  moved  to  Belgrade  when  the 


Covering  Kosovo 

Forced  exodus  of  press  leaves  reporters  at  a  distance 
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shelling  started,  was  also  expelled. 

“On  the  night  of  the  bombing  he  was 
among  the  29  reporters  that  were  taken  into 
custody.  When  he  got  out  early  the  next 
morning,  I  told  him  to  get  out  of  Yugoslavia. 
He  went  to  Hungary,  then  he  went  to 
Budapest,  Frankfurt,  Rome,  took  a  boat  to 
Albania,  and  now  he’s  in  Albania  at  the 
Kosovo  border,”  says  Price. 

He  says  the  lack  of  access  to  the  fight¬ 
ing,  where  reporters  can  independently  ver¬ 
ify  and  confirm  what’s  going  on,  has  ham¬ 
pered  coverage. 

“I  think  [readers]  are  getting  as  accurate 
a  picture  as  they  can  get.  1  mean  there  are 
two  sides  to  the  story,  and  we  try  to  give 
them  both  sides.  In  this  case  there  are  about 
12  sides  to  the  story,  and  we’re  fairly  cau¬ 
tious  about  the  stories  coming  out  about  the 
atrocities  and  so  forth,  although  there  is  cer¬ 
tainly  so  much  precedent  for  that  sort  of 
thing  in  that  region.  I  tend  to  credit  people 
who  are  coming  out,”  says  Price. 

AP  spokeswoman  Tori  Smith  says  that 
with  Western  reporters  being  expelled  and 
generally  barred  from  re-entering  the  coun¬ 
try,  news  coverage  is  continuing  on  a  num¬ 
ber  of  different  fronts  and  angles.  In 
Belgrade,  the  AP  has  a  couple  of  reporters 
and  a  video  cameraman. 

“This  is  the  kind  of  story  where  you  want 
to  and  need  to  cover  it  from  as  close  to  the 
action  as  possible,  but  it  is  possible  to  cover 
it  in  other  ways.  We’ve  got  people  just 
about  everywhere  around  Kosovo. 

Lisa  Carparelli,  a  spokeswoman  for  the 
New  York  Times,  says  there  are  five 
reporters  in  the  region,  with  Steve  Erlanger 
filing  from  Belgrade.  In  addition,  there  is  a 
staff  photographer  in  Albania  and  a  stringer 
in  Macedonia. 

“Covering  this  war  in  Yugoslavia  is 
entirely  different  from  covering  the  war  in 
Iraq.  It  is  a  much  more  confined  conflict, 
and  information  is  sparse  and  access  has 
been  restricted,”  says  Carparelli. 

USA  TODAY  deputy  editor  John  Simpson 
says  the  paper  got  an  exclusive  story  when 
its  chief  Pentagon  correspondent,  Steven 
Komarow,  accompanied  the  first  wave  of  B- 
52  bombers  that  lead  the  assault.  Simpson  is 
responsible  for  foreign  coverage  and  the 
editorial  content  of  the  international  edition 
of  the  paper. 

“The  bottom  line  right  now  is  that  we 
had  fantastic  access  initially  with  the  U.S. 
military.  That  was  a  major  exclusive  to  get 
a  guy  on  one  of  the  planes  that  was  bomb¬ 
ing.  We  don’t  have  anybody  in  Yugoslavia 
right  now.  We  are  examining  whether  we 
can  get  him  [London-based  bureau  chief 
David  Lynch]  back  in.  There  are  two  things 


we  are  concerned  about:  the  first  is  safety 
of  the  person.  The  second  issue  is  if  we  got 
him  in  how  much  real  access  they  could 
get,”  says  Simpson. 

He  says  comparisons  made  to  the  access 
reporters  had  during  the  Gulf  War  is  proba¬ 
bly  more  fiction  than  fact. 

“In  the  Gulf  War  I  think  we  were  delud¬ 
ed  into  believing  we  knew  what  was  going 
on  because  everyone  was  trotting  out  all  this 
miraculous  film  footage,  and  we  were  so  in 
awe  of  the  high-tech  explosions  that  we  saw 
on  television  that  I  think  we  thought  we 
knew  what  was  going  on.  1  think  that  some¬ 
time  after  the  fact  we  scratched  our  heads 
and  said  ‘Golly,  maybe  we  didn’t  have  it 
quite  right,”’  says  Simpson. 

Storin  agrees  that  Gulf  War  coverage  was 
tightly  controlled.  “The  Gulf  War  included 
carefully  controlled  pool  reporting  with 
U.S.  forces.  There  were  many  complaints 
from  reporters  at  the  time.  1  suspect  if  we 
move  to  a  U.S.  ground  war,  the  same  would 
apply.  Obviously  we  are  limited  in  Belgrade 
and  virtually  blacked  out  in  Kosovo,  though 
cell  phones  and  e-mail  are  providing  some 
information,”  says  Storin.  HI 

Yahoo!  snaps  up 
broadcast.com 

Yahoo!  Inc.,  one  of  the  most  popular 
portal  Web  sites  on  the  Internet,  is 
buying  Broadcast.com  Inc.  in  a  $5.7  bil¬ 
lion  stock  deal  that  is  .seen  as  a  key  addi¬ 
tion  to  the  company’s  growing  family  of 
services  that  already  includes  free  e-mail 
and  personalized  news. 

“Broadcast.com ’s  tremendous  first-to- 
market  advantage  has  made  it  the  leading 
destination  on  the  Web  for  audio  and 
video  broadcasts,  and  it  will  provide  sig¬ 
nificant  added  value  to  Yahoo! ’s  audi¬ 
ences  worldwide,”  says  Tim  Koogle, 
chairman  and  CEO  of  Yahoo!. 

Founded  in  1995,  broadcast.com  is 
the  leading  broadcaster  of  streaming 
media  programming  on  the  Web  with  the 
ability  to  deliver  hundreds  of  live  and 
on-demand  audio  and  video  programs 
over  the  Internet  to  hundreds  of  thou¬ 
sands  of  users. 

The  company  broadcasts  audio  and 
video  programming  from  television  and 
radio  stations  and  networks  such  as  BBC 
World  Service,  A.H.  Belo  Corp.,  CNN 
Audioselect,  and  Granite  Broadcasting; 
college  and  professional  sports  organiza¬ 
tions  such  as  Major  League  Baseball  and 
the  National  Hockey  League;  and  full- 
length  CDs,  films,  and  audiobooks 


NbWS - 

Broad  perspective 
at  America  East 

by  Lucia  Moses  and  Jim  Rosenberg 

In  its  venue,  program,  and  trade  show, 
this  past  week’s  America  East  confer¬ 
ence  reflected  a  broader,  more  unified 
approach  to  the  newspaper  business.  The 
annual  event  in  Hershey,  Pa.,  enters  the 
next  century  leaving  no  aspect  of  industry 
operations  unexamined,  from  editorial 
and  advertising  to  human  relations  and 
health  and  safety  to  high-tech  applications 
for  print  and  online  products. 

The  convention  hall  is  larger,  with  all 
exhibitors  on  the  same  floor.  The  confer¬ 
ence,  with  a  program  bigger  and  more 
diverse  than  ever,  drew  more  than  1,130 
registrants,  down  from  1,218  last  year, 
and  1 52  exhibitors,  up  20  from  last  year. 

One  session  alone  exemplified  the  evo¬ 
lution  of  a  conference  that  for  years  con¬ 
centrated  on  production;  it  may  also  herald 
a  change  at  newspapers  themselves.  Three 
Knight  Bidder  executives,  all  Philadelphia 
Newspapers  Inc.  veterans  with  production- 
management  experience.  exhorteiLpeers  to 
see  their  roles  in  a  broader  context  and  put 
their  capabilities  at  the  service  of  other 
departments,  particularly  in  marketing 
their  papers  and  serving  readers.  It  is  a 
message  coiporate  production  director 
Mike  Mayo  says  should  become  a  part  of 
all  future  conferences  on  production. 

Pat  McHugh,  publisher  of  The  Times 
Leader,  Wilkes-Barre,  Pa.,  and  for  five  years 
Philadelphia’s  production  chief,  says  a 
wider  focus  transformed  a  traditional  manu¬ 
facturing  operation  into  a  nimble  marketing 
team  that  even  helped  sell  a  reluctant 
Nordstrom’s.  Production  is  often  now  the 
retailer’s  first  call  for  questions  or  problems. 

“We  partnered  with  sales  reps  on  sales 
calls”  and  contacted  lapsed  subscribers, 
learning  why  some  customers  turn  away 
from  newspapers,  says  McHugh. 

He  says  production  exploited  every 
free  and  cheap  way  to  improve  customer 
relations.  Among  them:  taking  control  of 
plant  tours,  especially  for  children;  open¬ 
ing  meeting  rooms  to  civic  and  business 
groups;  encouraging  community  involve¬ 
ment  by  staffers  and  contributing  to  caus¬ 
es  and  events;  sponsoring  a  race  car  and 
crew  that  also  led  to  employee  incentives, 
new  subscriptions,  news  coverage,  and  “a 
hell  cf  a  lot  of  fun”;  launching  a  profita¬ 
ble  commercial  printing  venture;  even 
opening  an  art  gallery.  “The  team  was  will¬ 
ing  to  accept  the  notion  that  if  we’re  not  an 
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extension  of  marketing,  we’re  not  really 
bringing  value  to  the  people  who  employ 
us,”  McHugh  concludes. 

Among  strictly  technical  sessions  was 
an  examination  of  shaftless  presses,  the 
many  potential  benefits  to  operations  and 
the  printed  products,  the  new,  more  sophis¬ 
ticated  knowledge  needed  by  service  tech¬ 
nicians,  and  factors  to  be  considered  in 
choosing  a 
shaftless  press. 

KBA  technolo¬ 
gy  vice  presi¬ 
dent  Jan  Lind- 
strom  says  the 
many  possible 
benefits  in¬ 
clude  fewer  ob¬ 
structions,  easi¬ 
er  operation, 
better  perfor¬ 
mance  during  speed  changes,  improved 
registration,  easier  press  extension,  better 
folder  control,  elimination  of  oil  leaks, 
lower  energy  consumption,  and  simpler 
failure  recovery. 

Factors  to  be  considered  in  choosing 
couple  shaftless,  level/unit  shaftless,  or 
motor-per-tower  shaftless  drive  systems  in¬ 
clude  operational  security,  web  stretch 
compensation,  elimination  of  vertical 
shafts,  tower  register  compensation,  inde¬ 
pendent  plating,  elimination  of  register 
assemblies  and,  for  flexo,  gain  adjustment. 
Another  choice,  one  that  directly  impacts 
mean  time  to  failure,  according  to  Lind- 
strom,  is  the  manner  of  motor-to-cylinder/ 
roller  connection;  belt,  indirect,  or  direct. 

Executives  from  Indramat  drives  integra¬ 
tor  and  OEM  supplier  J.L.  Souser  & 
Associates  detailed  the  complexities  of  the 
drive  systems  and  control-communication 
networks,  calling  the  thin  fiber-optic  bundle 
“really  the  key  to  the  success  of  shaftless.” 
They  went  on  to  elaborate  on  relatively  sim¬ 
ple  and  modular  repairs  and  the  ruggedness 
of  the  enclosed  servo  motors,  while  caution¬ 
ing  that  servicing  has  moved  from 
Ohmeters  to  oscilliscopes. 

The  session  concluded  with  a  description 
of  Goss  Graphic  Systems’  installation  of 
shaftless  four-color  towers  in  existing  me¬ 
chanical-shaft  press  lines  and  the  integration 
of  the  different  press  controls  at  the  two 
print  sites  of  the  Newark,  N.J.,  Star-Ledger. 

To  promote  the  idea  of  improved  service 
to  “shared  customers,”  says  John  Shim- 
konis,  Philadelphia  Newspapers  Inc.  com¬ 
mercial  printing  manager,  “we  stole  this 
idea  from  the  Boston  Globe":  bring  togeth¬ 
er  at  the  newspaper’s  plant  all  its  outside 
suppliers  of  special-products  —  from  TV 


booklets  to  freestanding  inserts  —  and  rep¬ 
resentatives  of  the  trucking  companies  that 
transport  the  products.  PNI  shared  its  per¬ 
spective  on  where  advertising  is  headed  and 
I  how  advertisers  can  be  helped.  The  result, 

I  he  says,  is  “good,  strong  relationships  with 
I  our  [outside]  printers.” 

I  Advertising,  production,  and  preprint 
handling  managers  shared  their  concerns 
with  suppliers  in 
the  hope  of  im¬ 
proving  products 
and  services  for 
advertisers  by 
avoiding  packag¬ 
ing  and  delivery 
problems,  as  well 
as  poorly  de¬ 
signed  materials 
that  cause  insert¬ 
ing  failures.  The 
first  “Printer's  Day”  event  allowed  the 
paper  to  show  its  partners  real  problems 
in  everything  from  skids  to  bills.  A  “wall 
of  shame”  strategically  erected  next  to  the 
coffee  and  snacks  exhibited  every  kind  of 
bad  skid  received  over  the  course  of  sev¬ 
eral  years. 

Many  outside  printers  used  the  compa- 
!  ny’s  second  Printers  Day  “as  a  training 
ground  for  their  people,”  says  Shimkonis, 
noting  that  Treasure  Chest  advertising 
alone  sent  two  vanloads  of  personnel.  The 
same  was  true  for  PNI,  whose  staffers  were 
brought  in  to  help  boost  the  quality  of  in- 
house  work.  PNI  is  set  for  a  third  Printers 
Day,  which  it  hopes  will  include  agency 
media  buyers,  “who  need  to  know  what 
works  and  what  doesn’t  work”  before  cre¬ 
ating.  buying,  and  shipping  products  to 
newspapers,  says  Shimkonis. 

It’s  no  small  matter.  PNI  handled  about 
a  billion  inserts  in  1997,  about  1.1  billion 
!  last  year,  and  already  is  28  million  ahead  of 
last  year’s  volume  at  this  time.  Because 
“there’s  no  sign  of  it  stopping,”  Shimkonis 
urged  his  counterparts  to  do  whatever  pos¬ 
sible  to  improve  relations  with  outside 
print  suppliers  in  order  to  satisfy  each 
other  and  their  shared  customers. 

Advertising  concerns,  however,  were 
hardly  limited  to  ink  on  paper.  Making 
money  online  was  a  recurring  theme 
throughout  12  new  media  conference  ses¬ 
sions,  as  newspapers  shared  and  sought 
!  advice  on  improving  their  young  Internet 
i  ventures.  Session  speaker  Kevin  McCourt, 

!  director  of  real  estate  advertising  and  online 
classifieds  at  the  Newspaper  Association  of 
America,  suggested  that  newspapers  capi- 
i  talize  on  readers’  comfort  level  with  their 
print  versions  and  use  logos  to  tie  their 


online  classifieds  with  the  print  version.  On 
the  display  side,  Hugh  McGoran,  online 
advertising  manager  for  PNl’s  Philadelphia 
Online,  told  ad  managers  that  keeping  ban¬ 
ner  ads  fresh  and  interactive  can  help  avoid 
“banner  bum”  —  when  viewers  fail  to  click 
through  banner  ads. 

Online  ventures:  should  they  be  integrat¬ 
ed  or  separate-but-equal?  Some  newspapers 
argue  that  integrating  the  online  venture  with 
existing  departments  makes  it  easier  to  work 
with  advertisers:  others  advocate  a  separate 
online  department  to  allow  for  better  flexi¬ 
bility.  Consultant  Kathleen  Criner  told  a  ses¬ 
sion  audience  that  most  newspapers  choose 
a  middle  ground,  but  keynote  speaker  Mark 
Walsh,  whose  company,  VerticalNet,  oper¬ 
ates  online  trade  sites,  preached  spin-offs  run 
by  non-newspaper  people  and  operating  free 
from  profit  concerns. 

On  the  human  resource  side,  Philadel¬ 
phia  employment  lawyer  Bruce  Kasten 
told  executives  how  they  should  react  to 
significant  Supreme  Court  rulings  of  the 
past  year.  Having  a  sexual  harassment  pol¬ 
icy  isn’t  enough.  Employers  need  to  make 
sure  their  policies  cover  all  protected  cate¬ 
gories  and  to  thoroughly  train  employees. 
Be  on  the  safe  side  and  go  beyond  the 
law's  requirements,  he  said. 

AJR’s  $1 M  plan 

American  Journalism  Review  (AJR)  is 
expected  to  implement  a  string  of 
improvements  that  will  include  more  color 
pages,  coupons,  and  direct-mail  promo¬ 
tions,  and  a  larger  publication  with  more 
articles  by  utilizing  a  $1  million,  four-year 
grant  from  the  John  S.  and  James  L. 
Knight  Foundation. 

Reese  Cleghom,  University  of  Mary¬ 
land  Journalism  dean  and  AJR  president, 
says  the  changes  are  among  several  recom¬ 
mendations  put  forth  in  a  report  by  Wash¬ 
ington,  D.C.,  consultant  Richard  L.  LePere. 

The  Journalism  magazine  hired  LePere 
to  critique  the  publication  after  several 
years  of  declining  advertising  revenue,  cost 
reductions,  and  staff  cuts  at  the  magazine. 
AJR  officials  say  they  sought  LePere’s 
advice  in  an  effort  to  bolster  chances  for 
the  foundation  grant. 

“The  Knight  Foundation  was  looking 
for  a  plan  of  action,”  Cleghom  says.  “It 
was  a  way  of  saying,  ‘We’re  not  making 
money  now,  but  if  we  get  this  grant,  we’ll 
be  on  solid  footing.’”  AJR,  which  started 
as  the  Washington  Journalism  Review  in 
1977  and  is  published  10  times  a  year,  has 
been  owned  by  the  University  of  Maryland 
since  1987.  —  Bret  Senft 
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now,  no  excuses.  GMA  revolutionized  the 
packaging  and  distribution  ■ 

market  with  the  SLS2000*  in 
1995,  providing  a  high  net  ® 
throughput,  up  to  40  percent  higher 
productivity  and  features  designed  to 
address  the  real  workplace. 


Performance 


Calling  all  newspapers 

ASNE,  APME  assess  diversity,  accuracy  at  papers 


by  David  Noack 

Two  national  organizations  of  news¬ 
paper  editors  are  calling  on  the 
nation’s  newsrooms  to  see  whether 
their  news  coverage  accurately  reflects  the 
community  they  serve. 

The  American  Society  of  Newspaper 
Editors  (ASNE)  and  the  Associated  Press 
Managing  Editors  (APME)  at  a  recent  press 
conference  at  the  National  Press  Club 
unveiled  a  campaign  called  “The  National 
Time-Out  for  Diversity  and  Accuracy.” 

The  project  seeks  to  have  editors  and 
reporters,  during  the  week  of  May  17-21, 
take  a  hard  look  at  the  news-gathering 
process,  from  covering  certain  news  events 
to  who  gets  called  for  a  comment. 

The  groups  say  that  including  all  seg¬ 
ments  of  the  community  in  news  coverage 
makes  for  more  accurate  reporting. 

All  of  the  country’s  1,489  daily  newspa¬ 
pers  are  being  asked  to  sign  up  for  the  pro¬ 
ject  by  April  15  and  return  the  survey  form 
describing  the  discussion  and  results  by  May 
28.  The  results  of  the  survey  will  be  unveiled 
at  Unity  ’99,  a  conference  of  minority  jour¬ 
nalists  set  for  Seattle  from  July  7-11. 

“We  need  to  take  the  unprecedented  step 
of  asking  every  American  newsroom  to  take 
a  time-out  during  the  week  of  May  17  to 
discuss  diversity  in  coverage  as  a  core  jour¬ 
nalism  issue,”  says  a  letter  sent  to  editors. 

David  Yamold,  managing  editor  of  the 
San  Jose  Mercury  News,  says  the  campaign 
is  taking  a  different  tack  in  the  diversity 
debate.  He  says  that  newspapers  that  better 
reflect  the  community  they  cover  are  more 
accurate  in  their  reporting. 

“We  want  to  reframe  the  issue  of  diver¬ 
sity  as  an  issue  of  accuracy.  And  we’re  sug¬ 
gesting  a  definition  of  diversity  as  rich  as 
America:  it’s  inclusive  of  race,  gender, 
socioeconomic  status,  political  persuasion, 
religion,  and  sexual  orientation,”  says 
Yamold,  APME’s  diversity  chairman. 

Pam  Johnson,  the  president  of  APME  who 
is  executive  editor  of  The  Arizona  Republic, 
says  the  project’s  goal  is  to  give  editors  and 
reporters  “the  time  to  stop  and  think  before 
they  make  the  decision  about  what  they  are 
going  to  cover  out  of  a  council  meeting  or 
work  session  or  another  institutional  body. 
Our  reflex,  developed  over  years  and  years 
of  deadline  work,  is  to  go  to  the  comfort  level 
where  we  have  the  sources,  have  the  people, 
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know  the  issues,”  says  Johnson. 

She  is  hoping  to  get  at  least  100  newspa¬ 
pers  to  participate  and  fill  out  the  survey, 
which  will  be  available  in  May  on  the 
ASNE  and  APME  Web  sites. 

Johnson  says  another  goal  is  to  build  a 
body  of  information  of  efforts  that  worked 
elsewhere  that  can  be  shared  among  editors. 

Tim  McGuire,  editor  of  the  Star-Tribune 
in  Minneapolis  who  is  also  an  officer  of 
ASNE,  says  his  newspaper  will  certainly 
participate  in  the  project. 

“I  think  that  anything  that  focuses  us  on 
serving  our  diverse  communities  better  is  a 


by  Mark  Fitzgerald 

The  tidal  wave  of  change  that  trans¬ 
formed  landlocked  Paraguay’s  gov¬ 
ernment  over  the  course  of  eight 
days  may  have  worsened  the  plight  of  four 
media  figures  who  had  been  charged  with 
inciting  the  overthrow  of  Congress. 

Diario  La  Nacion,  the  Asuncion  daily, 
reported  March  30  that  its  publisher, 
Osvaldo  Dominguez  Dib,  and  its  columnist, 
Alberto  Vargas  Pena,  were  put  under  “pre¬ 
ventive  detention”  on  the  charges.  There 
was  no  immediate  information  on  the  fate  of 
the  two  other  media  figures.  Radio  Nanawa 
owner  Juan  Carlos  Bernabe  and  Raul 
Melamed,  a  radio  commentator  who  styles 
himself  as  the  Rush  Limbaugh  of  Paraguay. 

According  to  La  Nacion,  the  judge  who 
ordered  the  imprisonment  of  the  publisher 
and  columnist  cited  the  change  in  govern¬ 
ment  as  reasons  the  two  may  try  to  flee. 

The  arrests  cap  a  fortnight  of  extraordi¬ 
nary  political  developments  in  Paraguay’s 
still-fragile  democracy.  On  March  22, 
vice  president  Luis  Maria  Argafia  was 
shot  dead  in  an  ambush  as  he  was  driving 
to  work.  Many  Paraguayans  charged  that 
the  “intellectual  authors”  of  the  assassina¬ 
tion  were  President  Raul  Cubas  and  a  for¬ 
mer  general  and  convicted  coup  leader. 
Lino  Oviedo. 


great  idea,”  says  McGuire. 

The  two  groups  say  they  are  not  seeking 
to  create  quotas  or  quick  fixes. 

“The  goal  is  an  earnest  effort  at  being 
more  accurate.  In  many  cases,  structural 
fixes  (beats,  teams,  shifting  focus  to  different 
city  council  districts)  or  heightened  con¬ 
sciousness  (What  mall  does  a  reporter  visit  to 
do  a  trend  story?)  can  result  in  tremendous 
change,”  says  the  letter  to  nation’s  editors. 

Already  about  50  newspapers,  along 
with  43  domestic  bureaus  of  The  Associ¬ 
ated  Press,  have  signed  up  for  the  project. 

The  issue  of  newsroom  diversity  was  a 
goal  of  ASNE  in  1978,  to  make  minority  rep¬ 
resentation  in  newsrooms  equal  to  that  in  the 
population  by  2000.  That  would  be  about 
25%.  Ethnic  diversity  has  increased  from 
about  4%  of  newsroom  employees  20  years 
ago  to  about  1 1  %  today.  H 


Within  a  day.  Congress  impeached 
Cubas  and  rioting  engulfed  the  capital. 
Cubas  resigned  March  28  and  took  refuge 
in  the  embassy  of  Brazil  while  Oviedos  fled 
to  Argentina.  The  new  president,  Luis 
Gonzalez  Macchi.  is  a  supporter  of  the 
assassinated  vice  president. 

At  its  midyear  meeting  in  Jamaica  in 
March,  the  Inter  American  Press  Association 
(lAPA)  said  it  would  send  a  high-level  mis¬ 
sion  to  examine  the  case  of  the  four  arrested 
media  figures.  IAEA’s  press  freedom  com¬ 
mittee  chairman  Robert  J.  Cox  says  the  asso¬ 
ciation  will  wait  until  the  political  situation 
is  clarified  before  going  to  Paraguay. 

“Of  course,  it’s  very  political  and  we 
have  to  be  careful  of  being  used  that  way,” 
says  Cox,  assistant  editor  of  The  Post  and 
Courier  in  Charleston,  S.C.,  and  a  member 
of  IAEA’s  executive  committee.  The  day 
the  publisher  and  columnist  were  arrested, 
IAEA  sent  a  letter  to  the  new  president 
regretting  he  had  begun  his  term  by  detain¬ 
ing  journalists,  Cox  notes. 

Many  Paraguayan  journalists  do  not  sup¬ 
port  the  cause  of  the  four,  whom  they  regard 
as  irresponsible  and  not  journalists  at  all. 
No  journalists  were  hurt  in  the  turmoil, 
reports  the  journalists  union,  known  as  SPP. 

“Thank  God,  that  was  a  complete  mira¬ 
cle,”  its  spokesperson,  Magdalena  Riveros, 
says  in  an  e-mail. 


Journalists’  plight  worsening 
amid  Paraguayan  perils 

But  Thank  Go(d’  no  journalists  were  hurt 
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New  outlook  on  the  Net 

Defunct  Calif,  paper  returns  with  online  Lookout 


by  David  Noack 

A  little  more  than  a  year  ago,  Santa 
Monica’s  The  Outlook,  which 
catered  to  an  eclectic  mix  of 
surfers,  bronze  bodies,  elderly  residents. 


and  a  civic-minded  citizenry,  published  its 
farewell  edition.  Now  it’s  back.  Kind  of. 

The  newspaper,  or  at  least  a  virtual  edi¬ 
tion,  has  been  resurrected  on  the  World 
Wide  Web,  with  10  former  staff  members 
banding  together  to  publish  what  is  now 


called  The  Lookout  (http://www.surfsan- 
tamonica.com).  The  cyber-edition  was 
launched  on  March  13,  one  year  after  The 
Copley  Press  announced  that  it  was  clos¬ 
ing  the  123-year-old  Outlook.  At  the  time, 
the  paper’s  circulation  was  23,000. 

While  the  new  venture  is  a  collabora¬ 
tive  effort  of  ex-Outlook  staffers,  they  say 
they  are  not  trying  to  recreate  the  Outlook 
but  rather  start  something  new. 

Leading  the  new  effort  is  Jorge  Casuso, 
a  former  Outlook  reporter  and  former 


We  strap  17  of  the 
top  20  newspapers 
across  America... 


The  other  3 
are  coming. 


Dynaric 


Inc 


Glenmtite  Ceitre  West  *  500  fnnk  W.  Birr  Bird.  •  leaeck,  NJ  07BBB 

201  -  692-7700  •  000-526-0827  •  hi  201-  692-7757  •  E  mil  9il@lIyDariC.c0nt 


Goodbye  and  hello:  The  defunct  Santa 
Monica  Outlook  (top)  and  the  Lookout, 
(bottom)  the  new  online  version. 

Chicago  Tribune  West  Coast  bureau  chief 
who  decided  to  stay  in  the  Golden  State 
when  Midwest  bosses  tried  to  bring  him 
back  to  Chicago. 

So  far,  the  online  paper  is  a  labor  of 
love  rather  than  a  money-maker.  The  Web 
site  includes  a  few  ads  and  the  reporters 
and  editors  work  gratis  to  put  the  paper 
out.  Since  contributors  have  full-time 
jobs  elsewhere,  they  try  to  .squeeze  in  city 
council  meetings,  political  news,  and  typ¬ 
ical  newspaper  fare. 

But  Casuso  says  this  is  only  the  begin¬ 
ning.  He  hopes  to  make  the  paper  a  daily 
habit  of  the  Santa  Monica  community. 
Part  of  that  effort  means  getting  stories 
online  quickly  in  order  to  attract  a  loyal 
following,  which  would  then  attract 
advertisers  to  the  site. 

“I’m  trying  to  get  at  least  one  breaking 
news  story  on  the  front  page  every  day. 
We  are  beating  our  competition.  There 
was  a  sexual  assault  ...  we  broke  that 
immediately.  The  good  thing  about  the 
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Internet  is  that  we  don’t  have  to  wait  for 
the  presses  to  roll,”  says  Casuso. 

Sports  reporter  Mitch  Chortkoff  says  the 
demise  of  the  Outlook  created  a  news  vac¬ 
uum  that  has  not  been  picked  up  by  some 
weeklies  and  a  special  section  that’s  includ¬ 
ed  in  the  Los  Angeles  Times. 

“People  were  used  to  a  daily  paper  for 
123  years.  There  is  a  lot  of  pride  on  this 
staff.  They  are  talented  people  who  were 
laid  off  by  Copley.  They  want  to  show  that 
Copley  made  a  mistake.  It  will  not  be  a 
duplication  of  the  Outlook,"  he  says. 

Saul  Rubin,  who  began  as  a  general 
assignment  reporter  and  worked  his  way  up 
to  feature  writer  and  columnist  at  the 
Outlook,  IS  a  jack-of-all-trades  at  the  virtu¬ 
al  version. 

“...  I’m  now  writing  two  weekly 
columns  for  it:  Single  Life,  a  singles  col¬ 
umn,  and  So  Sue  Me,  a  roundup  of  wacky 
lawsuits  filed  at  the  Santa  Monica  court¬ 
house.  In  addition.  I’ll  write  feature  and 
news  stories  as  needed.  Heck,  I’m  also 
doing  some  editing  and  some  of  the  techni¬ 
cal  stuff  too,  like  uploading  the  site.  I’ll 
probably  sell  ads,  too.  No  kidding.  We’re 
all  pitching  in  wherever  we  can  at  the 
start,”  says  Rubin,  a  1 2-year  veteran  of  the 
Outlook. 

Skip  Rimer,  the  Outlook's  former  execu¬ 
tive  editor,  agrees  with  the  decision  not  to 
recreate  the  print  paper. 

“Online  is  different.  Just  look  at  their 
site.  It  doesn’t  resemble  the  newspaper.  But 
what  they  can  bring  that  resembles  the 
Outlook  is  their  talent,  enthusiasm,  and 
journalistic  experience,”  says  Rimer. 

Adam  Clayton  Powell  III,  vice  presi¬ 
dent  of  technology  and  programs  at  The 
Freedom  Forum  in  Arlington,  Va.,  says 
publishers  who  walk  away  from  a  paper 
could  find  themselves  facing  a  virtual 
competitor.  H 

LA  Times  names 
prez  for  National 

The  Los  Angeles  Times  has  named  vet¬ 
eran  journalist  Maryanne  McNellis  as 
president  of  the  newspaper’s  daily 
National  Edition.  McNellis  will  be  respon¬ 
sible  for  all  business  operations  of  the 
Times'  National  Edition,  which  is  distrib¬ 
uted  every  day  throughout  California  and 
Nevada  and  on  the  East  Coast. 

McNellis  spent  the  last  eight  years  at 
Canada’s  Financial  Post,  where  she  held 
several  key  positions,  including  vice  presi¬ 
dent/news  and  editorial  director. 


Guild  blocks  move 

The  Newspaper  Guild  of  New  York  took 
steps  to  stop  London-based  Reuters  from 
exporting  its  highly  respected  New  York  fi¬ 
nancial  TV  division  to  London.  The  move 
would  eliminate  jobs  of  19  broadcast  jour¬ 
nalists,  technicians,  and  support  staff  who 
bring  breaking  news  to  Wall  Street  traders. 

The  move  is  motivated  by  a  cost-cutting 
plan  devised  by  the  Reuters  managers.  The 


Guild  has  demanded  that  an  independent  arbi-  I 
trator  rule  on  its  claims  that  the  move  violates  | 
several  sections  of  the  labor  agreement  with  | 
Reuters,  especially  since  the  Guild  has  identi-  I 
fied  other  ways  for  Reuters  to  trim  the  costs.  | 
The  move  comes  as  Reuters  begins  con-  I 
structing  a  $360  million  U.S.  headquarters  in  | 
New  York’s  Times  Square  with  the  help  of  I 
$60  million  in  tax  breaks  that  the  company  I 
got  in  part  by  predicting  that  it  would  create  t 
500  jobs  in  the  city  over  the  next  seven  years.  1 
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That’s  the  way  the  hall  bounces 


No  lucky  penny, 
contrary  to  AP 
local  report 


UConn’s  upset  victory  was  major  for  its  local  paper 


by  Joe  Strupp 


The  Associated  Press  clarified  a  story 
about  a  supposed  half-million  dollar 
penny  that  sent  people  digging  in  vain 
through  change  jars  and  caused  a  stir  in 
the  coin  expert  community. 

The  Feb.  25  story,  filed  from  Boise, 
Idaho,  tells  of  a  local  businessman  who 
said  he  mistakenly  spent  a  1943  rare  copper 
penny  which  he  was  told  by  collectors 
could  fetch  as  much  as  $500,000  at  auction. 

“1  think  there  was  a  misjudgment  on  the 
local  level  on  what  needed  to  be  com¬ 
pletely  done  to  flesh  out  the  story,”  AP 
spokeswoman  Tori  Smith  says. 

Coin  experts  say  the  story  contained 
misleading  statements  about  the  coin's 
rarity  and  value.  Dealers  and  associations 
were  bombarded  with  calls  from  people 
hoping  to  get  rich  quick  after  the  AP  story 
was  picked  up  around  the  country. 

Coin  dealers  are  used  to  hearing  coin 
misinformation,  but  the  Boise  story  creat¬ 
ed  bigger  waves  because  of  its  wide  distri¬ 
bution  and  significant  misinformation, 
coin  dealers  say.  The  AP  says  the  coin  was 
one  of  a  handful  made  of  copper  in  1943, 
when  the  war  effort  prompted  U.S.  mints 
to  use  more  steel,  and  one  of  a  handful  that 
contained  no  mint  mark,  making  it  rare. 

In  fact,  copper  was  the  principal  metal 
used  during  the  war  years  with  the  excep¬ 
tion  of  1943,  says  Donn  Pearlman,  former 
member  of  the  American  Numismatic 
Association  (ANA).  While  true  that  a 
small  number  of  1943  copper  pennies 
were  made,  the  most  they  could  command 
is  $80,()(X),  depending  on  the  condition,  he 
says.  Also,  a  missing  mint  mark  isn’t  rare, 
since  millions  of  coins  were  made  in  1943 
without  a  mint  mark,  he  adds. 

An  AP  clarification,  issued  March  29, 
states  that  the  coin’s  owner  never  had  the 
penny  authenticated  and  noted  that  coin 
experts  put  a  much  lower  value  on  the 
coin’s  value. 

Why  was  the  clarification  so  long  in 
coming?  Smith  says  the  Boise  bureau 
initially  didn’t  think  a  clarification  was 
warranted,  but  that  the  AP  decided  to 
review  it  after  coin  collectors,  unable 
to  get  a  clarification  from  Boise,  called 
the  New  York  headquarters  three  to 
four  weeks  after  the  story  appeared. 
Usually,  clarifications  are  quicker  in 
coming,  she  says.  —  Lucia  Moses 


onship  season. 

In  St.  Petersburg,  where  the  Final  Four 
was  played,  both  local  newspapers  —  the 
Tampa  Tribune,  owned  by  MediaGeneral, 
and  the  independently  mn  St.  Petersburg 
Times  —  kicked  off  the  weekend  with  spe¬ 
cial  preview  tabs.  The  240,()()0-circulation 
Tribune  offered  a  48-page  fan  guide  in  its 
March  25  edition,  while  the  342,()00-circu- 
lation  Times  distributed  a  76-page  maga¬ 
zine  preview  on  March  26.  Each  newspaper 
also  handed  out  four-page  commemorative 
editions  at  the  end  of  the  final  game. 

“The  revenue  we  generated  from  our 
extra  sections  was  over  our  goal,”  says 
Times  spokeswoman  Anthea  Penrose,  who 
declined  to  cite  specific  numbers.  “We  sold 
extra  copies  in  the  tens  of  thousands.” 

Tribune  spokesman  Michael  Kilgore  says 
the  paper  saw  a  $200,000  ad  revenue 
increase  during  the 
tournament  cover¬ 
age,  which  ended 
with  a  16-page  spe¬ 
cial  section  the  day 
after  UConn’s  vic¬ 
tory. 

The  news  staff 
logged  more  than 
150  hours  of  over¬ 
time. 

At  the  Raleigh, 
N.C.,  News  & 
Obser\’er,  howev¬ 
er,  the  game’s  dis¬ 
appointing  out¬ 
come  for  nearby 
Duke  fans  forced 
editors  to  scrap  plans  for  celebration  cover¬ 
age,  according  to  sports  editor  Steve  Riley. 
He  was  ready  to  publish  a  10-page  special 
section  about  the  team’s  season  in  the 
March  30  paper  but  had  to  dump  the  stories 
and  replace  them  with  coverage  of  upset 
and  surprised  fans. 

“We  threw  away  a  hell  of  a  lot  of  work 
after  this  happened,”  Riley  says.  “But  you 
don’t  have  that  much  choice;  you  have  to 
be  ready.” 

Web  sports  sites  also  reported  heavy 
activity  as  the  final  games  were  played. 

At  FoxSports.com,  spokeswoman  Stacy 
Finkel  says  activity  on  the  site  jumped  by 
300%  over  the  1998  tournament,  due  in 
part  to  more  use  of  Fox’s  on-air  talent  on 
the  Web  pages. 


As  the  country’s  major  newspapers 
piled  on  coverage  of  the  University 
of  Connecticut’s  upset  victory  in 
the  NCAA  Final  Four  last  week,  with  extra 
editions,  special  sections,  and  high-priced 
columnists.  The  Chronicle  of  Willimantic, 

Conn.,  became  the  little  engine  that  could. 

Despite  having  only  two  full-time 
sportswriters,  an  18-page  news  hole,  and  a 
credit  card  that  at  one  point  required  an 
emergency  spending  limit  increase,  the 
lO.OOO-circulation  paper  —  located  just 
seven  miles  from  UConn’s  campus  —  pro¬ 
duced  some  of  its  biggest  coverage  ever. 

“This  was  a  major  thing,”  says  Chronicle 
publisher  Kevin  Crosbie,  who  put  half  of 
his  14-person  reporting  staff  on  the  cover¬ 
age,  sent  a  reporter  traveling  with  the  team, 

and  put  out  1,000  _ 

extra  copies  with 

a  special  four-  il^| 

page  wraparound 
the  day  after  the 
victory.  “This  was  ™ 
very  expensive  <  ■ 

for  us,  but  it  was 
a  real  local  story 
because  they  are  I  - 
national  champi- 
ons,  but  local 
heroes.” 

who 

says  the  paper’s 
usual  weekly  Hartford  Courant  hawkers  push  copies  of  the 
budget  increased  newspaper’s  UConn  NCAA  victory  coverage, 
by  more  than  10% 

for  the  extra  coverage,  claims  it  was  worth¬ 
while.  “It  was  a  big  deal,”  he  says. 

For  other  major  newspapers  and  Web 
sites,  the  UConn  victory  also  meant 
stepped-up  coverage. 

The  Hartford  Courant,  Connecticut’s 
largest  daily  newspaper,  passed  out  500 
copies  of  a  special  four-page  edition  to  fans 
at  the  game  just  moments  after  it  ended. 

Back  home,  the  Courant,  owned  by  Times 
Mirror  Co.,  added  7,500  extra  copies  to  the 
newspaper’s  regular  211,000-copy  press 
run  the  day  after  the  game,  with  a  four-page 
wrap  placed  around  30,000  papers. 

Courant  spokeswoman  Kathy  Andrews 
says  readers  will  receive  a  special  80-page 
glossy-covered  magazine  in  their  April  18 
edition,  with  a  review  of  the  entire  champi- 


No  surprises  in  Cieveiand  departure 

Plain  Dealer  editor  leaves  after  seven  years  because  of  strained  relationship 


by  Joe  Strupp 

Staff  and  followers  of  the  Cleveland 
Plain  Dealer  say  the  recent  resig¬ 
nation  of  editor  David  Hall  is  not  a 
surprise  given  his  strained  relationship 
with  publisher  Alex  Machaskee  and  recent 
tussles  with  Cleveland  Mayor  Michael 
White,  a  Machaskee  friend. 

Hall’s  departure  also  comes  at  a  time 
when  the  paper,  owned  by  Advance 
Publications  of  New  York,  is  losing  read¬ 
ers,  reducing  its  layout  size  to  cut  costs, 
and  facing  criticism  of  poor  coverage 
from  some  community  leaders. 

Although  Hall,  Machaskee,  and  other 
newspaper  brass  di.scount  that  problems 
drove  Hall  to  leave,  Cleveland  observers 
say  the  end  of  Hall’s  seven-year  reign  was 
not  unexpected. 

"There  were  problems  between 
Machaskee  and  Hall  for  some  time,”  says 
a  former  Plain  Dealer  writer  who  left  for 
greener  pastures.  “A  lot  of  people  felt  that 
the  paper  had  gotten  too  soft  and  had  got¬ 
ten  away  from  hard  news  and  that  wasn’t 
the  publisher’s  desire.” 

Frank  Kuznik,  editor  of  the  New 
Times-owned  alternative  weekly  Cleve¬ 
land  Scene,  says  the  friction  began  when 
Hall  was  hired.  He  says  his  appointment 
as  editor  came  with  the  blessing  of 
Newhou.se  Newspapers,  which  is  now 
owned  by  Advance,  but  not  with 
Machaskee ’s  approval. 

“It  was  clear  that  he  did  not  have  the 
backing  of  the  publisher,”  says  Kuznik. 
“What  happened  to  David  Hall  would  have 
happened  to  anyone  in  that  situation.” 

Roldo  Bartimole,  a  columnist  for  the 
alternative  Cleveland  Free  Times,  who 
predicted  Hall’s  resignation  in  a  column 
two  weeks  ago,  says  Hall’s  departure  also 
follows  renewed  criticism  from  readers. 

“People  are  down  on  the  newspaper. 
They  find  that  it  doesn’t  give  you  infor¬ 
mation  about  Cleveland.” 

Hall  dismisses  such  viewpoints.  “There 
has  never  been  a  disagreement  between 
Alex  and  me  over  where  the  newspaper 
ought  to  be  headed,”  Hall  says.  “Every¬ 
thing  I  have  ever  wanted  to  do,  1  have  been 
given  the  resources  to  do.” 

Machaskee,  the  paper’s  nine-year  pub¬ 
lisher  and  a  Plain  Dealer  employee  since 
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1960,  says  Hall  is  leaving  on  his  own  terms 
to  pursue  other  opportunities  and  blasted 
speculation  that  the  newspaper  was  facing 
problems. 

“I  think  David  has  a  very  fine  journal¬ 
ism  mind,  and  I’m  sure  it  will  be  of  great 
benefit  to  him,”  Machaskee  says.  “We’ve 
made  a  number  of  improvements  in  the 
newspaper.” 

Circulation  has  slipped  in  recent  years, 
according  to  the  Audit  Bureau  of  Circula¬ 
tions.  which  reports  that  the  Plain  Dealer 
went  from  408,000  daily  readers  in  1993 
to  382.000  last  year.  Sunday  readership 
also  dropped,  from  548,000  to  492,000, 
over  the  same  period. 

In  addition,  the  newspaper  shrunk  its 
broadsheet  layout  from  53  inches  to  50 
inches  two  months  ago,  according  to 
Machaskee,  who  declines  to  disclose  how 
much  money  the  move  saved  but  says  it 
did  not  reduce  news  space. 

Machaskee  boasts  that  the  newspaper 
opened  a  $200  million  printing  plant  in 
1994  and  is  about  to  break  ground  on  a 
new  $38  million  headquarters  that  will 
house  more  than  1,000  employees. 
Newspaper  officials  also  say  the  number 
of  newsroom  employees  has  grown  from 
270  in  1982  —  when  the  last  daily  com¬ 
petitor,  The  Cleveland  Press,  closed  —  to 
410  today,  while  three  new  suburban 
bureaus  have  been  open  for  eight  years. 

“The  Plain  Dealer  under  David  Hall 
has  seen  a  lot  of  significant  accomplish¬ 
ments,”  says  vice  president  Robert  Long. 
“We  have  always  looked  after  the  public 
interest,  and  we  did  a  lot  of  that  with  him.” 

Some  city  leaders,  such  as  Sam  Miller, 
who  owns  Forest  City  Enterprises,  a  major 
Cleveland  company,  say  the  newspaper  is 
as  good  as  ever.  “I  think  it  serves  the  com¬ 
munity  well,”  he  says. 

But  other  Cleveland  insiders  contend 
that  Hall’s  relationship  with  Machaskee 
and  Mayor  White  has  been  tainted  at 
best  and  has  adversely  affected  news 
coverage. 

Kuznik  adds  that  Hall’s  relationship 
with  Machaskee  worsened  when  Hall 
complained  to  Mayor  White  that  City  Hall 
news  was  being  kept  from  reporters.  “He 
tried  to  get  better  access  and  that  didn’t  sit 
well,”  Kuznik  says. 

In  a  recent  column,  Bartimole  writes 


that  Machaskee  criticized  Hall  for  com¬ 
ments  he  made  about  White.  The  piece 
also  indicates  that  White  has  shown  a 
reluctance  to  discuss  newspaper-city 
issues  with  Hall  and  instead  goes  through 
Machaskee. 

Hall  admits  to  having  a  “falling  out  and 
a  couple  of  temper  tantrums”  with  the 
mayor  but  says  it  has  been  put  behind  them. 
White’s  press  secretary  Nancy  Lesic 
declined  to  comment  on  Hall’s  relationship 
with  the  mayor  other  than  to  say  he 
"wished  him  well.” 

City  Hall  sources,  however,  say  that 
Hall’s  relationship  with  the  mayor  has 
been  strained  and  that  the  two  have  had 
.several  disagreements  and  “angry  encoun¬ 
ters”  over  Plain  Dealer  coverage. 

Machaskee  denies  that  his  relationship 
with  the  mayor  played  into  Hall’s  depar¬ 
ture.  “That  has  nothing  to  do  with  the 
operation  in  the  newsroom,”  he  says. 

Hall’s  career  has  spanned  editing  posi¬ 
tions  at  the  Hackensack,  N.J.,  Record, 
The  Denver  Post,  the  former  Chicago 
Daily  News,  and  the  St.  Paul  (Minn.) 
Pioneer  Press.  During  his  time  in  Denver, 
the  newspaper,  then  owned  by  Times 
Mirror  Co.,  won  a  1986  Pulitzer  Prize  for 
public  .service.  Hi 

Media  muzzled 
in  Antigua 

The  Antigua  Sun  is  being  accused  of  try¬ 
ing  to  muzzle  the  media.  The  Carib¬ 
bean  journalists’  union  has  accused  the 
Sun's  publisher  of  suppressing  an  article 
criticizing  the  government  in  the  run-up  to 
important  general  elections. 

According  to  AP,  the  article  was  sched¬ 
uled  to  run  two  days  before  the  March  9 
elections  and  quoted  the  main  opposition 
party  criticizing  Prime  Minister  Lester 
Bird,  who  is  a  close  ally  of  Sun  publisher 
Allen  Stanford. 

Sun  editor  Louis  Daniels  and  chief  sub¬ 
editor  Horace  Helps  opposed  Stanford’s 
decision  to  pull  the  article  and  staged  a 
two-day  sick-out.  Both  Daniel  and  Helps 
were ;  uspended  for  two  weeks  without  pay. 
The  editors  returned  to  work  March  27  but 
were  sent  home  from  the  newsroom  again 
on  March  30. 
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CNI  and  CNHI  do  some 
newspaper  swapping 


by  Lucia  Moses 

Dink  NeSmith  and  Tom  Wood,  CEOs 
of  Athens,  Ga.-based  Community 
Newspapers  Inc.,  just  discovered  the 
rewards  of  patience.  In  a  swap  with  Com¬ 
munity  Newspaper  Holdings  Inc.,  the  busi¬ 
ness  partners  will  get  three  Georgia  week¬ 
lies  they’ve  been  sweet  on  for  10  years. 

The  partners  had  been  rebuffed  by  pre¬ 
vious  owners,  but  CNHI,  which  acquired 
the  weeklies  1  'h  years  ago,  agreed  to  the 
trade,  which  will  grow  its  own  cluster  in 
South  Carolina. 

The  exchange,  handled  directly  by  the 
two  companies,  is  expected  to  take  30  days 
to  close  and  improve  the  marketing  stances 
of  both  groups. 

In  the  deal,  Athens,  Ga.-based  CNI  gets 
a  small  amount  of  cash,  plus  three  weeklies 
with  a  total  circulation  of  about  1 1 ,500:  The 
Hartwell  Sun,  The  Elherton  Star,  and  The 
News  Leader  in  Royston,  near  another 


weekly  CNI  already  owns. 

Birmingham,  Ala.-based  CNHI  picks  up 
three  papers  in  South  Carolina  to  comple¬ 
ment  its  papers  in  the  Carolinas:  The 
Dispatch-News  of  Lexington,  The  Herald 
Independent  of  Winnsboro,  and  the  Marion 
Star  &  Mullins  Enterprise,  total  circulation 
about  19,400.  Both  companies  say  no 
major  changes  are  planned. 

“The  papers  we’re  giving  up  fit  really 
well  with  CNI’s,  and  the  ones  we’re  getting 
cluster  really  well  with  ours,”  says  Mike 
Reed,  chief  financial  officer  at  CNHI. 

“We’re  excited  about  Lexington  because 
it’s  the  fastest-growing  county  in  the  state 
of  South  Carolina,”  he  says. 

The  deal  also  gives  CNHI  an  advantage 
in  Marion  County,  where  it  already  owns 
The  Newberry  Observer  &  Herald  &  News, 
which  competed  with  the  Enterprise  on 
commercial  printing  jobs,  Reed  says. 

The  Enterprise  likely  will  be  printed  at 
Newberry,  he  says. 


CNI  comes  out  of  the  deal  with  13  papers 
in  Georgia  and  five  left  in  South  Carolina. 

“This  will  give  us  10  contiguous  counties 
where  we  publish  newspapers,”  NeSmith 
says.  “In  a  mirror  image  across  the  North 
Carolina  line,  we  publish  10  newspapers,  so 
it  improves  our  marketing  position.” 

Founded  in  1967,  privately  owned  CNI 
owns  the  Richmond  County  (N.C.)  Daily 
Journal  (daily  circulation  about  9,(XX)),  plus 
28  nondailies  in  Georgia  and  the  Carolinas. 

CNI  plans  to  add  a  ninth  press  in 
Northeast  Georgia  and  experience  econ¬ 
omies  of  scale  on  the  business  and  produc¬ 
tion  side  as  a  result  of  the  swap.  Mean¬ 
while,  the  company  continues  trolling  for 
papers  to  buy  in  South  Carolina. 

In  the  two  years  since  its  founding,  pri¬ 
vately  held  CNHI  has  been  on  a  nonstop 
buying  spree,  becoming  the  U.S.  newspa¬ 
per  company  with  the  biggest  number  of 
daily  newspapers  with  96  dailies. 

But  after  decades  of  newspaper  groups 
buying  up  independently  owned  newspa¬ 
pers,  Reed  says  he  expects  to  see  more 
swaps  like  the  recently  announced  one 
between  CNHI  and  CNI. 

“Once  the  bulk  of  papers  are  owned  by 
organizations,  that’s  when  1  think  you’ll  see 
a  tremendous  amount  of  trading,”  he  says. 
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Weekly  stock  prices  of  public  companies  with  significant  newspaper  interests. 


1 

3/30/99 

3/24/99 

4/1/9^| 

■ 

3/30/99 

3/24/99 

4/1/9^| 

A.H.  Belo  Corp.  (NY)+ 

17.313 

17.188 

26.782 

:  McClatchyCo.(NY) 

33.000 

29.750 

29.938 

American  Media  Inc.  (NY) 

6.375 

6.375 

7.813 

!  Media  General  Inc.  (AM) 

47.375 

48.000 

49.500 

Central  Newspapers  Inc.  (NY) 

31.438 

32.250 

35.813 

New  York  Times  Co.  (NY)+++ 

29.250 

28.938 

35.500 

Dow  Jones  &  Co.  Inc.  (NY) 

47.125 

47.063 

54.125 

:  News  Corp.  Ltd. 

29.250 

29.250 

27.188 

E.W.  Scripps  Co.  (NY) 

42.750 

43.250 

55.625 

!  Pearson  Ltd. 

22.750 

21.500 

17.000 

Gannett  Co.  Inc.  (NY) 

61.813 

64.813 

72.875 

I  Pulitzer  Inc.  (NY) 

41.313 

41.750 

40.157 

Gray  Comm.  Sys.  (NY) 

17.500 

17.438 

29.125 

!  Quebecor  Inc.  Class  A 

21.250 

21.250 

21.125 

Harte-Hanks  Inc.  (NY)++ 

28.250 

27.625 

24.063 

Sun  Media  Corp.  (TSE)* 

21.000a 

21.000a 

15.700a 

Bollinger  International  (NY) 

12.500 

12.750 

16.563 

Thomson  Corp.  (TSE) 

41.800a 

41.250a 

44.250a 

Journal  Register  Co.  (NY) 

11.875 

12.063 

21.750 

Times  Mirror  Co.  (NY) 

54.563 

55.250 

63.063 

Knight  Bidder  (NY) 

49.813 

51.438 

55.313 

Tribune  Co.  (NY)** 

65.188 

66.813 

70.188 

Lee  Enterprises  Inc.  (NY) 

29.063 

27.563 

33.813 

1  Washington  Post  Co.  (NY) 

522.000 

532.938 

532.875 

*  Initial  public  offering  closed  on 
**  Adjusted  for  2-for-1  stock  split 


+  Adjusted  for  2-for-1  stock  split  as  of  6/5/98 
)•+  Adjusted  for  2-for-1  stock  split  as  of  3/16/98 
f+  Adjusted  for  2-for-1  stock  split  as  of  7/1/98 


(a)  Canadian  dollars 
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NORTH  CAROUNA 


SOUTH  ’ 
f  CAROUNA 

*  iHartwell  • 
*  •Eliberton  « 

Royston 


The  swap:  CNI  traded 
three  South  Carolina 
papers  to  CNHI  to 
increase  their  cluster  of 
Georgia  papers  by  three. 


“There’s  stil!  quite  a  bit  out  there,  but  we’re  being  more  selective 
now.  You’ll  see  us  back  off  a  little  in  1999.” 
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LA  Times  adds  local  pages  ■ 


The  Los  Angeles  Times  continues  its  neighborhood  coverage 
with  the  launch  of  its  ninth  and  10th  community  editions.  Southern 
California  Our  Times. 

The  new  editions,  launched  March  29,  target  two  Orange 
County  areas.  Published  weekdays,  they  consist  of  pages  within 
Section  B  of  the  Orange  County  edition  and  report  on  news  such 
as  local  government,  businesses,  events  and  community  figures. 

Produced  throughout  the  Times'  Southern  California  coverage 
area.  Our  Times  editions  are  part  of  the  newspaper’s  stra:egy  to 
reverse  circulation  declines  by  providing  better  community  cover¬ 
age.  The  editions  are  produced  by  Times  Community  News,  a  Times 
subsidiary  that  will  be  folded  into  the  Times,  effective  April  4. 

“Research  showed  over  and  over  again,  local  news  is  what  peo¬ 
ple  want  from  their  community  newspaper.  This  is  the  best  way  to 
do  that,”  says  Times  spokesman  Mike  Lange. 

The  Times  launched  its  first  Our  Times  one  year  ago  and  plans 
to  launch  seven  more  this  year,  he  says.  Overseeing  Orange  County 
Our  Times  is  city  editor  Stacey  Freeburg,  who  leads  six  reporters. 

Wisconsin  papers  soid 

Wilmington,  Del.-based  United  Communications  Corp.  has 
completed  its  purchase  of  two  Wisconsin  weeklies,  the  Lake 
Geneva  Regional  News  (circulation  6,300)  and  The  Resorter  (cir¬ 
culation  17,(XX)).  Terms  were  not  disclosed.  United  owns  two 
dailies,  including  the  Kenosha  (Wis.)  News.  Bolitho-Cribb  & 
Associates  represented  the  seller,  Donald  W.  Bearder.  Dirks,  Van 
Essen  &  Associates  represented  the  buyer. 

Thomson  buys  weeklies 

Stamford,  Conn.-based  Thomson  Newspapers  plans  to  buy 
McCarthy  Media  Inc.,  a  group  of  free  weekly  newspapers  and 
niche  publications  in  the  Indianapolis  area,  with  the  aim  of 
expanding  its  marketing  reach  in  central  Indiana.  Terms  of  the  sale 
were  not  disclosed. 

McCarthy  publishes  three  free  weeklies  with  a  total  distribution  1 
of  64,5(K).  Thomson  publishes  58  daily  newspapers  and  has  three 
nondailies  and  seven  dailies  in  Indiana,  including  the  Terre  Haute 
Tribune-Star,  circulation  about  34,393. 
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When  Shakespeare  wanted  to  show  an  evil  man  intent  on  destroying  the  rule 
of  law,  he  had  his  character  Dick  the  butcher  in  “Henry  VI,  Part  H”  say, 
“The  first  thing  we  do,  let’s  kill  all  the  lawyers.”  Modern  tyrants  take  a 
different  tack.  As  we  have  seen  once  again  in  Kosovo,  the  first  thing  they  do,  they  kill 
the  journalists. 

When  Serbian  authorities  sent  their  thugs  to  expel  NATO-country  Journalists  at  the 
point  of  a  gun,  some  in  the  United  States  were  astonished.  Did  not  Slobodan  Milosevic 
understand  that  Western  journalists  would  be  useful  tools  to  show  the  world  a  suffering 
Serbia? 

“If  Milosevic  wants  the  world  to  know  he’s  being  picked  on,  he  just  lost  that 
game,”  former  Sen.  Alan  Simpson  —  who  himself  favored  restricting  press  coverage 
of  the  Persian  Gulf  War  —  told  The  Wall  Street  Journal  in  the  first  days  of  the  NATO 
bombing. 

Soon  enough,  the  world  discovered  what  Milosevic  wanted:  He  wanted  Baton  Haxhiu.  edi¬ 
tor  in  chief  of  the  most  important  Kosovo  Albanian  newspaper,  dead.  Haxhiu  and  two  writers 
for  the  Koha  Ditore  newspaper  were  murdered  in  cold  blood  March  28.(At  press  time  Reuters 
quoted  unnamed  U.S.  diplomatic  and  Kosovo  Albanian  sources  as  saying  that  Haxhiu  was 
still  alive.)  The  next  day,  Yugoslavia  began  easing  the  restrictions  on  Western  reporters. 

The  murder  of  Haxhiu  was  an  all-too-predictable  coda  to  Yugoslavia’s  yearlong  reign 
of  terror  against  journalists,  which  is  meticulously  documented  in  the  annual  worldwide 
study  of  press  freedom  released  this  week  by  the  Committee  to  Protect  Journalists  (CPJ). 

“Local  journalists  were  blocked  and  harassed  so  routinely  at  military  checkpoints  that  by 
summer  most  would  not  travel  into  conflict  zones  unless  they  were  accompanying  foreign 
news  teams.  But  the  presence  of  foreigners  was  no  guarantee  of  protection;  they,  along  with 
local  journalists,  encountered  problems  in  the  field  that  ranged  from  intimidation  to  vio¬ 
lence  to  kidnapping,”  CPJ  reports.  Newspapers  and  radio  stations  have  been  shut  down  or 
intimidated  into  a  timorous  self-censorship. 

Milosevic  did  not  accomplish  all  this  alone,  the  CPJ  report  suggests. 

“Some  independent  Serb  journalists,”  it  notes,  “said  that  the  Western  powers,  led 
by  the  United  States,  were  so  eager  for  a  diplomatic  resolution  of  the  Kosovo  conflict 
that  they  had  decided  to  look  the  other  way  while  Milosevic  decimated  the  independent 
media.” 

Of  all  the  incidents  against  journalists  that  CPJ  reports,  each  identified  as  completely  as 
possible  by  name,  location  and  date,  we  were  most  struck  by  one  dated  June  22,  1998: 
“Unidentified  Albanian  interpreter  [for]  TV2  Denmark,  attacked.” 

In  this  wired  world  of  instant  communications,  there  remain  many  of  these  martyrs  for 
the  idea  of  a  free  press  across  the  world  —  obscure  people  harassed,  beaten,  kidnapped,  and 
killed  in  remote  places. 

The  CPJ  report  and  last  week’s  report  on  the  state  of  Latin  American  press  freedom  from 
the  Inter  American  Press  Association  reminds  us  of  the  enormous  debt  we  owe  these  jour¬ 
nalists  known  and  unknown  who  dare  to  act  on  the  belief  that  people  in  every  part  of  the 
globe  have  a  right  to  know. 
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Image  is  important 

According  to  your  editorial  (“Chelsea 
Clinton,  cover  girl,”  Feb.  13,  p.  22),  Bill 
and  Hillary  Clinton  have  only  themselves 
to  blame  for  media  coverage  of  their 
daughter,  since  they  have  used  her  “to  por¬ 
tray  the  image  of  a  loving  family  unfazed 
by  scandal.  All  those  photos  of  the  family 
holding  hands  or  sailing  off  Martha’s 
Vineyard  or  coming  out  of  church  were 
scheduled  by  the  White  House.” 

It’s  quite  possible,  perhaps  even  likely, 
that  the  Clintons  and  their  strategists 
decided  that  images  of  a  united  family 
would  be  politically  advantageous  to  the 
president.  But  to  suggest  that  taking 
Chelsea  to  church  with  them  was  part  of 
such  a  cynical  strategy  is  offensive.  What 
would  you  have  preferred  the  Clintons  do? 
Forbid  their  daughter  to  accompany  them 
to  church?  Or  attempt  to  ban  the  media 
from  photographing  their  comings  and 
goings  at  a  public  place?  Imagine  the 
howls  if  they  tried  the  latter. 

Paul  Woods 
Toronto 

Papers  on  track 

Regarding  your  March  20  article, 
“Papers  rush  to  cover  wreck.”  (E&P,  p.  9), 
we’d  like  to  note  that  Copley  Chicago 
Newspapers  did  a  much  better  job  of 
“rushing”  than  the  Chicago  dailies  your 

50  YEARS  AGO ... 

NEWSPAPERDOM® 

from  Editor  &  Publisher,  April  2,  1949 

Page  costs  are  being  shaved  more 
than  10%  below  “normal”  on  Miami. 
Ra.,  newspapers,  using  Typesetters  and 
“cold  type.”  the  American  Newspaper 
Publishers  Association  (ANPA)  reports. 

The  Miami  Herald,  .struck  by  union 
printers  last  Dec.  23,  expects  “before 
long”  to  cut  page  costs  about  25% 
below  previous  average  costs,  an 
ANPA  observer  was  told. 

Sylvester  Bolam,  who  less  than  a 
month  ago  became  editor  of  the  London 
Daily  Mirror,  is  spending  three  months 
in  Brixton  pri.son,  where  he  was  sen¬ 
tenced  for  contempt  for  running  front¬ 
page  stories  giving  an  alleged  murderer 
the  moniker  “Vampire-Man”  because  he 
allegedly  drank  his  victims’  blood. 


www.mediainfo.com 


Dave  Jackson  cited. 

Copley’s  four  suburban  dailies.  The 
Herald  News,  Joliet,  111.,  The  Beacon  Nch's, 
Aurora,  Ill.,  The  Courier  News,  Elgin.  111., 
and  The  News  Sun,  Waukegan -North 
Chicago,  Ill.,  beat  the  Chicago  Tribune  and 
the  Chicago  Sun-Times  home-delivered 
editions  with  next-day  coverage  of  the 
deadly  March  15  Bourbonnais  train  wreck. 

Because  the  Herald  News  is  ba.sed  in 
Joliet,  Just  37  miles  north  of  Bour¬ 
bonnais,  we  dispatched  a  photographer 
and  two  reporters  to  the  scene  within 
hours  of  the  crash. 

To  publish  a  12-inch  banner  story  the 
next  day  (Tuesday,  March  16),  we  pushed 
back  production  deadlines  to  12:45  p.m. 
to  make  sure  one  of  the  worst  train  wrecks 
in  Chicago  history  was  covered  by  our 
papers  in  a  timely  fashion. 

Lee  Trigg 
managing  editor. 
The  Herald  News, 
Plainfield,  111. 

Story  conferences 
for  all  encouraging 

Your  story  about  democracy  in  the 
newsroom  {E&P,  Feb.  20,  p.  26)  was  en¬ 
couraging.  It  is  good  to  see  more  and  more 
newsrooms  opening  up  story  conferences 
both  to  other  departments  and  to  more  Jun¬ 
ior  Joumali.sts.  As  an  editor  for  18  years,  1 
appreciated  the  positive  contribution  that 
other  functions  could  bring  to  the  table, 
and  afso  the  morale-building  effect  this 
could  have  within  the  newsroom  itself. 

1  recently  polled  40  circulation  execu¬ 
tives  from  around  the  country  in  advance 
of  an  API  seminar.  Only  28%  said  they 
attended  news  meetings  daily,  while  33% 
said  they  never  attended  one.  Most  of  the 
rest  went  Just  once  a  week.  A  similar  poll 
of  40  Thomson  circulation  executives 
showed  that  l(X)%  of  them  went  to  story 
conferences  every  day. 

Indeed,  one  of  them  said  that  since  he 
started  attending  these  meetings,  the  sin¬ 
gle-copy  .sale  of  his  newspaper  has 
increased  by  20%. 

Newsrooms  can  no  longer  be  no-go 
areas  except  for  a  privileged  few. 
Thomson  has  worked  particularly  hard  to 
end  this  professional  Apartheid.  Our 
Reader  Inc.  initiative  is  dedicated  to  unit¬ 
ing  these  two  departments  behind  the  pri¬ 
mary  goal  of  growing  readership.  For 
example,  we  recently  held  our  second 
annual  Joint  conference  for  editors  and 


circulation  directors.  More  than  1 20  peo¬ 
ple  from  both  departments  worked 
together,  learned  together,  and  forged 
stronger  relationships  together. 

Over  the  last  year,  they  have  swapped 
Jobs,  worked  side-by-side  in  major  pro¬ 
ject  teams,  and  collaborated  on  in-paper 
initiatives.  One  of  our  more  senior  editors 
says  he  and  his  circulation  colleague  are 
now  “like  brothers.” 

Having  reporters  and  writers  in  on  the 
act  —  particularly  on  smaller  dailies  — 
also  reaps  benefits.  After  all,  they  are  clos¬ 
er  to  what’s  going  on  out  there  and  appre¬ 
ciate  the  opportunity  to  influence  the  news 
agenda  of  that  day’s  paper.  They  also  rel¬ 
ish  the  chance  to  see  the  big  picture.  This 
brings  greater  ownership  and  commitment. 

Bringing  ordinary  readers  into  the 
daily  dialogue  is  the  next  logical  step. 

It’s  time  ALL  editors  brought  their 
decision-making  out  into  the  open. 

What  have  they  got  to  hide? 

Terry  Quinn 

SVP,  reader  &  product  development, 
Thomson  Newspapers, 
Stanford,  Conn. 
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ASSOCIATED  PRESS 

CAROL  ANN  RIHA  to  news  editor  in 
the  Des  Moines,  Iowa,  bureau,  from  news- 
woman  in  the  Portland,  Ore.,  bureau. 


BOONE  NEWSPAPER  INC. 

RICH  PAULSEN  to  publisher  of  the 
company’s  daily  paper,  Nebraska  City 
(Neb.)  News-Press,  from  publisher  of  a 
weekly  paper  in  Iowa. 

He  replaces  BILL  HOLLAND  who 
joins  Liberty  Group  Publishing,  in 
Illinois,  as  publisher  of  the  daily  pajjer,  the 
Daily  Review  Atlas,  in  Monmouth.  Ill. 


PAULSEN 

BOONE 

NEWSPAPERS  INC. 


WALTON 
TAMPA  TRIBUNE 


HIPSCHMAN 

FORUM 


DORWARD 
JOURNAL 
REGISTER  CO. 


JOURNAL  REGISTER  CO. 

W.  WILSON  DORWARD  to  senior 
vice  president,  finance  and  treasure,  at  the 
company  in  Trenton,  N.J.,  from  chief 
financial  officer  of  an  eight-station  televi¬ 
sion  group,  GOCOM  Communications,  in 
Charlotte,  N.C. 


from  editor  and  publisher  of  the  compa¬ 
ny’s  paper.  Southwest  Daily  Times,  in 
Liberal,  Kan. 

He  succeeds  BARBARA  WHITE 
WALKER  who  moves  to  serve  in  an 
advisory  capacity  as  senior  editor. 


DOW  JONES  NEWS  SERVICE 

RICK  STINE  to  managing  editor  of 
the  financial  news  wire  service  in 
Jersey  City,  N.J.,  from  deputy  manag¬ 
ing  editor. 

He  replaces  NEAL  S.  LIPSCHUTZ 
who  moves  to  senior  editor  of  the  Dow 
Jones  Newswires  for  the  Americas, 
responsible  for  editorial  operations 
throughout  North  and  South  America. 

He  replaces  JOHN  C.  HITCHCOCK 
who  moves  to  managing  director  of  the 
Dow  Jones  Newswires  for  Latin  America. 
Both  Lipschutz  and  Hitchcock  will  be 
based  in  Jersey  City,  N.J. 


TAMPA  TRIBUNE 

ALLEN  WALTON  to  vice  president 
of  circulation  for  the  Florida  daily,  from 
vice  president  circulation  for  the  daily 
paper,  the  Richmond  (Va.)  Times- 
Dispatch. 


MOSCOW-PULLMAN 
DAILY  NEWS 

ROGER  KENDALL  to  managing 
editor  of  the  daily  in  Moscow,  Idaho, 
from  editor  of  the  San  Jose  (Calif.) 
Mercury  News. 


TRIBUNE 

JIM  RIPLEY  to  editor  of  Thomson 
Newspaper  group’s  daily  paper  in  Mesa, 
Ariz.,  from  managing  editor. 


REVIEW  PUBLISHING 

JAMES  McDonald  to  publisher  of 
the  weekly  paper,  Philadelphia  (Pa.) 
Weekly,  effective  April  15,  from  associ¬ 
ate  publisher  of  the  weekly  paper.  New 
York  Press. 


FORUM 

DAVID  HIPSCHMAN  to  editor  of  the 
daily  in  Fargo,  N.D.,  effective  May  3, 
from  editor  of  the  daily  Star-Tribune  in 
Casper,  Wyo. 


SOUTHERN  NEWSPAPERS 

JEFF  BURKHEAD  to  executive  edi¬ 
tor  of  the  company’s  daily  paper.  The 
Emporia  (Kan.)  Gazette,  effective  April  I , 


Albert  E.  Gollin, 
research  pioneer, 
dies 


by  Joe  Nicholson 


Albert  E.  Gollin,  |n| 
who  pioneered  efforts 
to  better  understand  ■ 
newspaper  readership  ■ 
and  served  as  vice  ■  vVHi 
president  and  research  Albert  E.  Gollin 
director  of  the  News¬ 
paper  Association  of  America  (NAA), 
died  March  24.  He  was  68. 

Gollin  retired  in  1994  from  NAA, 
which  he  had  joined  two  years  earlier 
when  it  absorbed  the  Newspaper  Adver¬ 
tising  Bureau.  He  had  been  associate  re¬ 
search  director  at  the  bureau,  which  he 
joined  in  1977. 

After  retiring  from  NAA,  Gollin  did 
independent  research  studies  and  spent  a 
year  as  a  Senior  Resident  Fellow  at  the 
Freedom  Forum  Media  Studies  Center  at 
Columbia  University,  where  his  career 
began  decades  earlier  when  he  obtained  a 
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Ph.D.  in  sociology. 

Last  year  Gollin  was  awarded  the  dis¬ 
tinguished  achievement  award  from  the 
American  Association  for  Public  Opinion 
Research. 

“A1  was  an  industry  leader.  He  was  key 
in  developing  research  that  helped  under¬ 
stand  how  our  readers  used  newspapers.” 
says  Miles  Groves,  who  recently  stepped 
down  as  NAA’s  chief  economist  to  join 
The  Barry  Group,  a  Maryland-based 
newspaper  consulting  firm.  “A1  for  many 
of  us  was  a  mentor.  He  was  clever,  b.il- 
liant,  and  insightful.” 

A  fund  for  the  advancement  of  public 
opinion  research  has  been  e.stablished  at 
Columbia  University  in  his  name.  Checks 
can  be  made  out  to  the  university’s 
School  of  General  Studies  and  sent  care 
of  his  son  Mark  A.  Gollin  to  the  Albert  E. 
Gollin  Memorial  Gift,  2409  East  Helen 
St.,  Seattle,  WA  98112 

In  addition  to  his  son  Mark,  Gollin  is 
survived  by  his  wife  Ann  K.  Gollin; 
daughter  Karin;  stepson  Michael;  step¬ 
daughters  Maria  and  Kaia;  granddaughter 
Olivia;  and  step  grandchildren  Nikolai, 
Alexander,  Anna,  and  Andreas. 

ROY  M.  FISHER,  80,  former  editor 
of  the  Chicago  Daily  News,  which  ceased 
publication  in  1978,  died  on  March  25  in 
Evanston,  III. 

He  served  as  editor  of  the  paper  from 
1965  to  1971.  As  editor,  the  paper  won 
several  prestigious  awards  such  as  a 
Pulitzer  in  1969  and  a  Sigma  Delta  Chi  in 
1967  and  1969. 

As  a  native  of  Kansas,  he  began  his 
career  as  a  rep)orter  for  the  Hastings 
(Neb.)  Tribune  and  The  Pratt  (Kan.) 
Tribune.  He  joined  the  Chicago  Daily 
News  as  a  city  editor  after  serving  as  lieu¬ 
tenant  commander  in  the  U.S.  Navy  dur¬ 
ing  WWIl.  As  a  reporter  for  the  paper,  he 
received  the  Sigma  Delta  Chi  public  ser¬ 
vice  award,  the  national  Headline  award, 
and  the  Chicago  Newspaper  Guild’s  Page 
One  Award. 

From  1971  to  1982,  Fisher  served  as 
dean  for  the  University  of  Missouri, 
School  of  Journalism. 

In  1981, the  school  was  rated  the  coun¬ 
try’s  top  journalism  school  by  the 
Associated  Press  Managing  Editors.  He 
remained  professor  at  the  university  until 
he  retired  in  1989. 

ARMAND  SCHNEIDER,  70,  former 
sportswriter  for  the  Chicago  Daily  News, 
which  ceased  publication  in  1978,  died  on 
March  25,  after  a  long  battle  with  emphy¬ 


sema.  He  began  his  career  in  1940  as  a 
copyboy  for  the  Daily  News.  In  1962  he 
was  hired  at  the  Lincoln  (Neb.)  Journal  as 
an  assignment  editor.  He  returned  to  the 
Daily  News  in  1970.  He  also  worked  in 
public  relations  for  FedEx. 

DOUG  EDELSON,  75,  former  corre¬ 
spondent  for  the  New  York  news  radio 
station,  1010  WINS,  died  of  a  heart  attack 
in  Fort  Lauderdale,  Fla.  on  March  26. 

He  worked  at  NBC  before  joining  the 
radio  station  where  politics,  economics, 
and  urban  affairs  were  his  specialty.  He 
was  also  president  for  the  political  writ¬ 
ers’  group.  Inner  Circle. 

JACK  WALZ,  68,  general  manager  of 
the  weekly  paper,  Lordsburg  (N.M.) 
Liberal  and  former  manager  and  co-pub¬ 
lisher  of  the  Silver  City  (N.M.)  Daily 
Press,  died  on  March  15,  of  complica¬ 
tions  from  cancer,  in  Albuquerque,  N.M. 

In  1 998  he  won  the  New  Mexico  Press 
Association  E.H.  Shaffer  award  for  his 
column.  “Papalote,”  which  he  continued 
to  write  for  the  weekly  paper,  until  sever¬ 
al  weeks  before  his  death. 

DON  ROBERTSON,  novelist  and 
features  writer  for  the  former  daily, 
Cleveland  Press,  and  Cleveland  News, 
died  of  lung  cancer  on  his  70th  birthday, 
on  March  21.  In  1995,  he  received  a 
Lifetime  Achievement  Award  from  the 
Cleveland  chapter  of  the  Society  of 
Professional  Journalists. 

As  a  novelist  he  often  used  historic 
events  as  a  framework  for  his  stories. 
Some  of  his  better  known  books  are, 
“Praise  the  Human  Season,”  “The  Second 
Murder,”  and  “Paradise  Falls.” 


Ex^P  AWARDS 


The  recipient  of  the  Freedom 
Forum’s  Journalism  Administrator  of 
the  Year  award  is  Robert  M.  Ruggles, 
dean  of  Florida  A&M’s  journalism  col¬ 
lege.  Ruggles  and  the  journalism  school 
each  received  a  $10,000  prize.  He  began 
the  journalism  school  in  1974  and  served 
as  its  dean  until  1982,  when  it  became  the 
first  black  college  to  historically  have  its 
journalism  program  accredited. 

Winners  of  Inter  American  Press 
Association  scholarships  were  announced 
during  a  midyear  meeting  in  Montego 
Bay,  Jamaica,  on  March  25.  The  U.S.  win¬ 
ners  of  the  Angel  Ramos  lAPA  scholar- 


_ NEWSPEOPLE 
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ship  and  the  Julio  Mesquita  Neto  lAPA 
scholarship  are  Letisia  Marquez,  of 
California,  and  Kevin  Petrie,  of  Colorado. 
They  will  be  given  the  opportunity  to 
study  for  one  year  in  Latin  American  uni¬ 
versities.  This  program  offers  young  jour¬ 
nalists  the  opportunity  to  experience 
studying  abroad,  while  contributing  to 
their  greater  understanding  of  the  coun¬ 
tries  throughout  the  Western  Hemisphere. 

Winners  of  the  1998  Investigative 
Reporters  and  Editors  awards  were 
announced  in  Columbia.  Mo.,  earlier  this 
month.  The  winners  are  David  Willman, 
Los  Angeles  Times',  Donald  Barlett  and 
James  Steele,  Time  magazine;  and 
authors  David  Protess  and  Rob  Warden. 
The  awards  will  be  presented  during  the 
IRE’S  national  conference,  in  Kansas 
City,  on  June  5. 

Six  journalists  from  the  United  States 
and  six  from  Asia  and  the  Pacific  have 
been  selected  to  participate  in  the 
Jefferson  Fellowship  program  in 
Honolulu,  Hawaii,  which  promotes  cul¬ 
tural  exchange  on  issues  of  Asia  and  the 
Pacific.  The  group  selected  includes 
Dessy  Anwar,  RCTI  Indonesian 
Television;  Debra  Daugherty,  CNN; 
Duan  Jiyong,  Xinhua  News  Agency; 
Howard  French,  The  New  York  Times', 
Robert  Garran,  The  Australian;  Sarah 
Jackson-Han,  Agence  France-Presse;  Lai 
Cheryl  Shou-Lu,  Taiwan  Daily;  Brook 
Larmer,  Newsweek;  Doron  Levin,  Detroit 
Free  Press;  April  Lynch,  San  Francisco 
Chronicle;  Sheila  Natarajan  Rahman, 
New  Strait  Times;  and  Hironobu 
Yanagida,  Mainichi  Newspapers. 


EdfP  GIFTS  GRANTS 


The  John  S.  and  James  L.  Knight 
Foundation  awarded  a  $225,000  grant  to 
Howard  University’s  department  of  jour¬ 
nalism.  The  grant  will  be  used  to  establish 
the  Knight  Journalism  Scholars  Program 
for  the  recruitment  and  training  of  minor¬ 
ity  journalists. 

The  former  director  of  the  Columbia 
Scholastic  Press  Association  (CSPA), 
Charles  R.  O’Malley,  84,  gave  $500,000 
to  the  O’Malley/CSPA  fund.  Established 
in  1993,  the  fund  supports  award  pro¬ 
grams  for  student  journalists  and  CSPA 
conventions  and  programs.  The  CSPA  is 
Columbia  University’s  school  and  college 
press  organization. 
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Extolling  employee  ownership,  first-ever  broadcast-side  CEO 
reveals  growth  strategy  for  Milwaukee’s  Journal  Communications 


The  crowd  at  the  downtown  Sentinel,  the  most  influential  newspaper  Most  of  the  audience  at  the  Athletic  Club 

Milwaukee  Athletic  Club  lun-  in  Wisconsin.  no  doubt  is  aware  that  Smith  is  the  first 

cheon,  hosted  by  Tempo,  a  profes-  Without  any  opening  flourishes,  Smith  publisher  of  the  Journal  Sentinel,  as  well 
sional  women’s  group,  is  a  large  and  live-  moves  right  into  his  set  speech:  a  as  first  CEO  of  the  company,  to  come  up 

ly  one.  Expectations  run  high.  After  all,  straightforward,  upbeat  rendition  of  the  through  the  broadcasting  ranks, 

the  group  will  be  among  the  first  to  hear  special  advantages  of  employee  owner-  And  that  he,  a  Milwaukee  native,  is  a 
Journal  Communications  Inc.  chairman  ship  (the  company  has  been  employee  member  of  many  of  the  city’s  leading 

and  CEO  Steven  J.  Smith  since  he  was  owned  since  1937).  civic  groups. 

named  the  top  executive  of  this  diversified  Smith,  a  Milwaukee  native,  clearly  So  where  is  the  media  mogul  Sturm 
media  company,  which  includes  broadcast  sees  himself  as  a  caretaker  of  that  tradi-  und  Drang?  Where  are  the  lightning 

properties  and  the  Milwaukee  Journal  i  tion,  as  well  as  a  growth-minded  CEO.  bolts?  Certainly  the  49-year-old  Smith 
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understands  the  pervasive 
power  of  media  today.  And 
just  as  certainly  he  must  know 
that  he  is  one  of  the  most 
influential  individuals  in  the 
thriving  state  of  Wisconsin. 

Yet  at  the  podium  and  off, 
among  employees  or  with 
business  partners,  Smith  is 
his  own  kind  of  media  mogul: 
unassuming;  loyally  dedicat¬ 
ed  to  company,  city,  and  fam¬ 
ily;  and  intensely  hardwork¬ 
ing,  having  become  at  age  48 
the  youngest  CEO  in  the 
company’s  history. 

Smith’s  speech  left  more 
than  a  few  people  echoing  the 
woman  at  the  Tempo  lun¬ 
cheon  who  said  after  it  was 
over:  “That’s  it?”  In  terms  of 
charisma,  yes  it  is.  Smith 
himself  says:  “I’m  a  low-key 
guy  who  Just  loves  to  work 
for  this  company.” 

But  results  have  their  own 
volume,  and  during  the  years 
since  Smith  has  been  a  key 
member  of  the  management 
team.  Journal  Commun¬ 
ications  has  grown  into  a  $730 
million  diversified  media 
company. 


Journal  Communications 
at  a  giance 

History 

•  Founded  in  1882  by  Lucius  Nieman  to  publish  a  Milwaukee 
newspaper. 

•  In  1927,  started  radio  station  WTMJ-AM  in  Milwaukee,  the 
first  radio  station  in  the  city  to  carry  network  programming. 

•  Nieman ’s  death  triggers  creation  of  employee  stock  plan 
which  continues  to  this  day.  A  trust  fund  established  the  Nieman 
Fellowship  for  Journalists  at  Harvard  University. 

•  In  1947,  started  first  TV  station  in  Wisconsin,  WTMJ-TV.  The 
station  was  the  1  Ith  to  go  on  air  in  the  country. 

•  In  I%I,  acquired  the  morning  Milwaukee  Sentinel  newspaper 
from  Hearst  Corp.  for  $3  million. 

•  In  April  1995,  the  afternoon  Journal  and  the  Sentinel  were 
merged  to  create  the  Journal  Sentinel,  a  morning  paper. 

Today 

•  Record  revenues  in  1998:  $732.4  million,  up  8.6%. 

•  Record  net  earnings:  $60.7  million,  up  8%. 

•  7,0(X)  employees  in  18  states  and  France. 

•  Flagship  7oMr/ia/  Sentinel  ranks  as  31st  largest  daily  newspaper 
in  the  United  States,  according  to  the  1999  Editor  &  Publisher 
International  Year  Book,  (daily  circ.:  285,776;  Sunday:  456,906) 

•  36  radio  stations  in  8  states,  with  TV  stations  in  Milwaukee; 
Lansing,  Mich.;  and  Las  Vegas,  Nev. 

•  In  1997,  purchased  Community  Newspapers  Inc.,  a  group  of 
23  community  newspapers  and  12  shoppers  in  the  metro 
Milwaukee. 


corporations,  used  to  hold 
one  annual  meeting  for 
employee-owners  in  Mil¬ 
waukee. 

But  Smith  felt  the  need  to 
reach  out  to  people  at  the 
company’s  newer  acquisi¬ 
tions  to  explain  not  only  the 
company’s  recent  financial 
results  but  also  its  heritage 
and  culture. 

“I  look’em  in  the  eyeball 
and  thank ’em  for  contributing 
to  Journal  Communications,” 
says  Smith. 

One  advantage  of  employee 
ownership  that  Smith  cites  is 
its  commitment  to  the  compa¬ 
ny,  which  has  kept  it  safe  from 
suitors  up  to  this  point. 

In  1986,  Affiliated  Pub¬ 
lications,  then  owners  of  The 
Boston  Globe,  made  a  bid  for 
Journal  Communications  that 
the  company  rejected.  In 
1996,  investment  banker 
Christopher  Shaw  made  an 
unsolicited  $1  billion  bid  on 
behalf  of  an  unnamed  client 
that  never  got  past  Kahlor’s 
office. 

The  employee  ownership 
trust  established  in  1937  is 


Smith  joined  the  company  23  years 
ago,  making  his  first  mark  as  a  manager 
with  Journal  Communications  in  1980. 
At  that  time,  he  was  promoted  from 
salesman  to  station  manager  of  the  com¬ 
pany’s  Milwaukee  FM  station,  WKTI, 
which  was  a  middling  rated  and  highly 
automated  pop  music  station.  Smith  led 
an  ambitious  conversion  to  live  broad¬ 
casting  and  built  a  new  image  for  the  sta¬ 
tion  using  a  “hot  adult  contemporary” 
program  format.  WKTI-FM  remains 
among  the  top  billing  stations  in 
Milwaukee. 

Smith’s  next  task  was  to  increase  the 
profitability  of  the  company’s  television 
station  in  Las  Vegas,  KNTV,  an 
American  Broadcasting  Cos.  affiliate. 
He  was  general  manager  for  17  months, 
starting  in  May  1985.  The  project  gave 
him  first-hand  lessons  on  the  TV  side  of 
the  business. 

He  returned  to  Milwaukee  in  1986  as 
executive  vice  president  of  the  Journal 
Broadcasting  Group.  Then  in  1 987,  at  the 
age  of  37,  he  was  named  president  of  the 
group.  In  1990,  Smith  became  the  first 
executive  vice  president  of  the  Journal 
Communications  to  come  from  the  broad¬ 
cast  ranks.  In  1992,  he  was  named  presi¬ 
dent  of  the  company,  another  first  for  a 
broadcaster. 


To  Smith,  his  rapid  climb  up  the  corpo¬ 
rate  ladder  was  simply  a  matter  of  taking 
one  rung  at  a  time.  So  it  seemed  logical 
and  inevitable  that  in  the  fall  of  1998, 
Smith  was  named  to  the  final  challenge: 
the  role  of  CEO. 

His  predecessor.  Bob  Kahlor,  who  was 
a  mentor  of  Smith’s,  declined  to  be  inter¬ 
viewed  for  this  profile,  saying  he  pre¬ 
ferred  that  the  spotlight  shine  solely  on 
Smith.  Of  Kahlor,  Smith  says:  “Bob’s  a 
fella  who  gave  additional  responsibility  as 
he  thought  you  were  ready  for  it.  He  did 
not  stand  over  my  shoulder  during  the 
transition.  That  gave  us  [the  new  manage¬ 
ment  team]  a  feeling  of  great  comfort.” 

With  typical  subdued  zeal.  Smith  has 
thrown  himself  into  what  he  describes  as 
his  greatest  challenge:  unifying  as  never 
before  the  7,000  or  so  employees  of 
what  is  now  a  far-flung  organization 
governed  by  an  employee-ownership 
covenant. 

To  that  end.  Smith  has  endeavored  to 
spread  the  gospel  of  employee  ownership 
in  small  group  meetings  at  far-flung 
Journal  Communications  business  units  at 
40  sites  across  the  United  States  and  one 
in  France. 

The  company,  which  is  the  20th 
largest  employee-owned  company  in  the 
country  and  the  largest  among  publishing 


bulletproof  unless  the  board  agrees  to  a 
sale.  (See  sidebar  p.  26.) 

“We  are  very  emotional  about  our  com¬ 
mitment  to  employee  ownership,”  Smith 
says.  Smiih  is  at  his  happiest  when  he’s  on 
location  with  employees  and  extolling  the 
benefits  of  employee-ownership,  says 
company  president  Doug  Kiel,  who  has 
known  Smith  since  the  two  worked  at  a 
non-Joumal  Milwaukee  radio  station  in 
the  early  1970s. 

“He  spends  all  his  time  thinking  about 
what’s  best  for  Journal  Communications 
and  its  employees,”  says  Kiel. 

Smith  had  been  groomed  for  the  CEO’s 
job  since  he  became  an  executive  vice 
president  of  Journal  Communications  in 
1 992,  so  his  appointment  was  no  surprise. 
Still,  .skeptics  questioned  his  ability  to  run 
a  newspaper  and  his  allegiance  to  the  old 
core  business.  And  on  December  1998 
when  he  promoted  another  Journal  broad¬ 
cast  executive,  Kiel,  to  succeed  him  as 
president  of  Journal  Communications,  he 
turned  some  heads. 

One  member  of  the  company’s  unit  hol¬ 
der  council,  representatives  of  employee- 
owners  who  are  an  advisory  committee  to 
the  corporate  board,  says  some  within  the 
company  initially  doubted  Smith’s  ability 
to  lead.  “He  was  viewed  by  many  people 
as  a  lightweight,”  he  says.  But  Smith  has 
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proved  doubters  wrong,  admits  the  coun¬ 
cil  member. 

Thus  far.  Smith  has  demonstrated  that 
a  broadcast  executive  can  master  the 
challenges  of  leading  a  company  with  its 
roots  —  and  still  its  largest  cash  genera¬ 
tor  —  in  the  newspaper  business.  But 
he’s  also  focusing  on  growing  the  Journal 
Communications’  more  profitable  divi¬ 
sions,  including  broadcasting 
and  data  transmission. 

Smith  seems  to  be  off  to  a 
roaring  start.  According  to  its 
latest  annual  shareholder’s  re¬ 
port.  1998  was  Journal  Com¬ 
munications’  best  year  in  its 
1 16-year  history.  Net  revenue 
rose  8.6%  to  $732.4  million, 
while  net  earnings  gained  8% 
to  $60.7  million.  The  value  of 
employee  stock  rose  17.5%  during  1998 
to  $25.48  a  unit. 

Revenue  from  Journal  Communica¬ 
tion’s  largest  business,  the  Journal 
Sentinel,  rose  by  4.7%  to  $235.7  million, 
in  1998,  while  pretax  income  increased 
by  15.7%  to  $43  million.  Circulation  has 
continued  its  long,  slow  decline.  How¬ 
ever,  Smith  points  to  the  relatively  high 
market  penetration  of  the  Journal 
Sentinel,  which,  according  to  E&P,  ranks 
22nd  in  the  country  for  Sunday  circula¬ 
tion  in  a  metro  area  that  ranks  as  31st 
largest  for  American  television  markets. 

The  fact  is  that  the  Journal  Sentinel  is 
a  mature  business  in  a  slow-growing 
metro  area.  The  Journal  Sentinel  is  trying 


to  grow  circulation  in  counties  surround¬ 
ing  Milwaukee  and  regularly  raises 
advertising  and  subscription  rates. 

As  for  the  broadcaster’s  impact  on  the 
Journal  Sentinel,  everyone  from  general 
assignment  reporters  to  the  publisher 
have  a  generally  positive  impression. 

Publisher  Keith  Spore  says  Smith’s 
background  in  broadcast  is  overrated  as  a 


sign  that  the  parent  company  is  cutting  its 
commitment  to  the  newspaper.  The 
Journal  Sentinel  will  actually  benefit 
from  the  marketing  and  branding  exper¬ 
tise  that  Smith  brings  to  the  newspaper 
from  broadcasting.  Spore  says. 

Journal  Sentinel  editor  Marty  Kaiser 
says  Smith  has  shown  “nothing  but  sup¬ 
port”  for  the  newspaper,  growing  the  news 
hole,  addressing  circulation  concerns,  and 
stressing  the  importance  of  the  Journal 
Sentinel  to  the  overall  organization. 

“We’ve  got  the  resources  to  do  a  good 
newspaper,  and  if  we  don’t  do  a  good  one, 
it’s  our  own  fault.”  Kaiser  says. 

Smith  says  simply  that  the  company  is 
committed  to  the  long-term  health  of  the 


newspaper.  “1  just  believe  we  have  a  very 
good,  strong  newspaper  that  continues  to 
get  better,”  Smith  says. 

But  Smith’s  charge  is  to  grow  Journal 
Communications’  other  businesses  while 
maintaining  the  Journal  Sentinel,  and 
according  to  their  annual  report,  they 
have  committed  $200  million  to  that 
endeavor,  the  most  money  ever  put  into 
growth  in  the  company’s  hi.story. 

Journal  Communications  has 
been  diversifying  for  the  past  20 
years,  but  the  growth  of  non¬ 
newspaper  businesses  has  accel¬ 
erated  during  the  1990s.  Within 
their  flock  of  business: 

The  Journal  Broadcast  Group 
has  acquired  28  radio  stations, 
to  reach  its  current  total  of  36, 
since  1 996,  and  owns  three  tele¬ 
vision  stations.  The  broadcast  group 
recorded  sales  of  $1 15.1  million  in  1998, 
up  13%,  with  pretax  income  of  $34  mil¬ 
lion,  up  1 1.8%. 

The  company  this  year  is  investing 
about  $30  million  to  expanding  the  fiber 
optic  network  of  Norlight  Telecommuni¬ 
cations  Inc.,  an  upper  Midwest  data  trans¬ 
mission  business.  Norlight  has  been  quite 
profitable,  with  1998  pretax  income  of 
$24.1  million,  up  95.6%,  on  revenue  of 
$81.9  million,  up  34.8%. 

Journal  Communications’  second- 
largest  business  has  yet  to  find  a  profit 
niche.  IPC  Communications  Services, 
which  Journal  acquired  in  1992,  record¬ 
ed  .sales  of  $125.5  million  in  1998  and 


“He  [Smith]  spends 
all  his  time  thinking 
about  what’s  best  for 
Journal  Communications 

—  Doug  Kiel, 

Journal  Communications  president 


Employee  stock  ownership  plan  to  brag  about 


Steve  Smith  brags  about  the  Journal 
Communications  Inc.  employee 
stock  trust,  which  the  company’s  man¬ 
agement  believes  is  the  oldest  employee 
stock  ownership  program  in  the  nation. 

The  trust  was  started  in  1937  due  to 
the  efforts  of  Harry  J.  Grant,  who  was 
chairman  of  what  was  then  known  as  The 
Journal  Co.  When  the  company  co¬ 
founder  Lucius  Nieman  died  in  1935,  he 
held  55%  of  the  stock.  Grant,  who  con¬ 
trolled  20  percent  of  the  company’s 
stock,  wanted  to  establish  a  new  form  of 
ownership  with  employees  in  control. 

After  negotiations  with  the  other 
owners  and  the  Nieman  estate  and  a  pro¬ 
bate  court  case.  Grant  prevailed  and 
established  the  employee  stock  owner¬ 
ship  program. 

The  trust  document  sets  forth  bylaws 
that  make  a  hostile  takeover  of  Journal 
Communications  nearly  impossible. 
Holders  of  two-thirds  of  shares  would 


have  to  call  for  consideration  of  a  sale, 
but  the  corporate  board  would  not  be 
obligated  to  follow  their  wishes.  Further¬ 
more,  unit  holders  who  support  the  sale 
would  be  required  to  sell  their  own 
shares,  according  to  the  bylaws. 

No  takeover  attempt  has  ever  reached 
at  this  stage.  One  reason  is  that  most 
Journal  employees  do  well  by  the  stock 
plan,  which  employees  refer  to  as 
“golden  handcuffs”  that  keep  them,  and 
their  finances,  tied  to  the  company’s 
performance. 

As  of  the  end  of  1998,  3,627  employ¬ 
ees  and  retirees  participated  in  the  stock 
trust.  The  total  value  of  the  employee 
holdings  was  $640.6  million,  compared 
with  $530.8  million  at  the  end  of  1997. 

The  company  pays  an  annual  cash  div¬ 
idend,  which  was  $1.10  per  unit  in  1998. 
The  total  return,  including  dividends,  in 
1998  was  22.5%.  Ninety  percent  of  the 
company’s  stock  is  held  in  a  trust  gov¬ 


erned  by  the  Journal  Employees’  Stock 
Trust  Agreement.  Employees  participate 
in  the  plan  by  buying  “units  of  beneficial 
interest”  in  the  trust.  There  is  one  share 
of  stock  in  the  trust  for  every  unit  issued. 
The  remaining  10%  of  Journal  Com¬ 
munications  stock  is  owned  by  descen¬ 
dants  of  Grant. 

All  full-time  employees  of  Journal 
Communications  are  eligible  to  buy  units 
after  90  days  with  the  company.  Employ¬ 
ees  must  sell  their  units  within  10  years  of 
their  retirement.  Employees  who  leave 
the  company  for  reasons  other  than  retire¬ 
ment  must  sell  their  units  immediately. 

The  company  approved  a  two-for-one 
stock  split,  effective  Jan.  5,  to  make  more 
units  available  to  more  employees. 

“I  see  it  every  day  that  employee  own¬ 
ership  drives  us  to  make  this  a  special 
place  to  work,”  Smith  says.  “It’s  what 
makes  us  a  unique  company.” 

—  Rich  Kirchen 
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CEO  Steve  Smith  and  president  Doug  Kiel  are  all  smiles  as  they  peruse  Journal 
Communications’  1998  stockholders  report,  which  recorded  their  best  year  ever. 


pretax  earnings  of  $2.3  million,  exclud¬ 
ing  a  charge  for  a  plant  closing.  The 
business  makes  everything  from  publica¬ 
tions  for  professional  associations  to 
CD-ROMs  for  major  computer  software 
manufacturers. 

Smith  is  personally  overseeing  efforts 
to  convert  IPC  to  profitability  and  is  char¬ 
acteristically  optimistic  about  the  compa¬ 
ny’s  chances  of  success. 

In  addition  to  a  1 7%  growth  in  revenue 
from  1997,  another  Journal  business.  Add 
Inc.,  acquired  Steals  'n  Deals  in  New 
Orleans  and  Car  Connection  in 
Jacksonville,  Fla.,  and  started  a  new  spe¬ 
ciality  publication.  Car  Mart,  in  Milwau¬ 
kee.  The  publishing  arm  of  Add  Inc. 
expanded  with  the  acquisition  of  the 
weekly  Pelican  Press  in  Sarasota,  Fla. 

PrimeNet  Marketing  services  also  saw 
a  growth  in  revenue  up  7%  from  1997  and 
installed  new  press  and  prepress  equip¬ 
ment  in  Clearwater,  Fla. 

To  maintain  this  growth  and  to  make 
further  acquisitions,  the  employee-owner- 
ship  of  Journal  Communications  has  per¬ 
suaded  the  company's  top  management  to 
adopt  a  reluctant  approach  to  debt.  Kahlor 
and  his  predecessors  didn’t  want  to  spend 
earnings  on  debt  service  that  would  oth¬ 
erwise  flow  to  employee-owners. 

Smith  is  changing  that  —  somewhat. 
He  helped  orchestrate  a  $35  million  cred¬ 
it  line  late  in  1998  that  will  allow  the 
company  to  finance  acquisitions  with 
something  other  than  cash  flow. 


Journal  Communications  plans  to  pay 
cash  for  its  largest  acquisition  ever  —  the 
$1()0  million  purchase  of  Great  Empire 
Broadcasting  Inc.,  Wichita,  Kan.,  and  its 
13  radio  .stations.  Smith  says.  But  any 
additional  acquisitions  of  radio  stations  or 
other  properties  this  year  may  require  tap¬ 
ping  the  credit  line. 

“We  need  to  continue  to  grow  —  it’s 
the  key  to  our  independence,”  Smith  says. 

The  diverse  group  of  companies  under 
Journal  Communications’  umbrella 
“doesn’t  make  any  sense,”  says  one  com¬ 
petitor,  Jim  Conley,  president  of  Conley 
Publishing  Group,  Beaver  Dam,  Wis., 
which  publishes  newspapers  in  Milwau¬ 
kee  suburban  areas. 

Smith  faces  “a  big  challenge”  in  grow¬ 
ing  those  busines.ses  when  he  is  con¬ 
strained  by  the  conservative  nature  of 
employee-ownership,  Conley  says. 

“1  don’t  think  it’s  going  to  be  easy  for 
him,”  Conley  says. 

Smith  and  Kiel,  50,  are  the  new  gener¬ 
ation  of  executives  for  the  consolidation 
era,  says  David  Meissner,  a  Journal  Com¬ 
munications  board  member.  To  Meissner, 
the  greatest  challenge  facing  Smith  and 
team  is:  “How  does  an  independent  media 
company  continue  to  prosper  in  a  world  of 
consolidation?”  Stay  tuned. 


Kirchen  is  associate  editor  and 
media  reporter  for  the  Business 
Journal  of  Milwaukee.  He  can  be 
reached  at  rkirchen@amcity.com. 


Steven  J.  Smith 

Age:  49 

Title:  Chairman  of  the  board  and  chief 
executive  officer  of  Journal  Communica¬ 
tions  IlK. 

Career  Highlights:  Youngest  presi¬ 
dent  and  youngest  CEO  of  Journal 
Communications.  First  from  broad¬ 
casting  in  each  position. 

Education:  University  of  Wisconsin- 
Madison  —  Bachelor  of  Arts  (1972); 
Harvard  Business  School  —  Advanced 
Management  Program  (1985) 

Family:  Wife,  Mary,  two  adult  children 
Hobbies:  Golf,  community  involvement 
Latest  books  read:  ‘Walue  Migration” 
by  Adrian  J.  Slywotsky;  “The  Majors” 
by  John  Feinstein 


Production  debate 

Steve  Smith  expects  to  hear  a  report 
by  late  April  or  early  May  on 
whether  the  Milwaukee  Journal  Sentinel 
should  build  a  new  printing  and  distribu¬ 
tion  center,  which  would  cost  more  than 
$1(X)  million. 

A  committee  of  Journal  Sentinel 
managers,  including  president  and  pub¬ 
lisher  Keith  Spore,  has  been  researching 
the  feasibility  of  a  new  facility  and  will 
make  a  report  to  Smith. 

The  committee  is  determining  the 
return  on  equity  of  such  a  facility, 
which  would  include  new  printing 
presses  and  new  loading  dock  areas. 
The  facility  would  be  located  at  a  site 
remote  to  the  existing  printing  plant, 
which  is  in  the  same  building  as  the 
newspaper  and  corporate  offices  in 
downtown  Milwaukee. 

The  committee  is  also  exploring  the 
costs  and  benefits  of  two  other  options: 
installing  new  presses  in  the  downtown 
facility  or  updating  the  existing  presses. 

The  newspaper  in  DfC'^mber  1998 
took  out  an  option  to  purchase  a  36.3-acre 
indu.strial  site  that  straddles  the  boundary 
between  the  city  of  Milwaukee  and  one  of 
its  close-in  sulxirbs.  West  Milwaukee. 

The  goal  for  the  new  production  facili¬ 
ty  would  be  to  improve  flexibility  in  news¬ 
paper  printing  schedules  and  delivery. 
Smith  says.  He  says  the  new  printing 
equipment  may  provide  the  company  with 
new  revenue  opportunities  and  certainly 
with  a  better-looking  Journal  Sentinel. 

“It’s  a  matter  of  when,  not  if,”  Smith 
says  of  new  or  improved  printing  presses. 
Journal  Communications  Inc.  will  finance 
the  project  with  cash  flow  itKluded  in  the 
company’s  budget  plan.  Smith  says. 
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proved  doubters  wrong,  admits  the  coun¬ 
cil  member. 

Thus  far.  Smith  has  demonstrated  that 
a  broadcast  executive  can  master  the 
challenges  of  leading  a  company  with  its 
roots  —  and  still  its  largest  cash  genera¬ 
tor  —  in  the  newspaper  business.  But 
he’s  also  focusing  on  growing  the  Journal 
Communications’  more  profitable  divi¬ 
sions,  including  broadcasting 
and  data  transmission. 

Smith  seems  to  be  off  to  a 
roaring  start.  According  to  its 
latest  annual  shareholder’s  re¬ 
port,  1998  was  Journal  Com¬ 
munications’  best  year  in  its 
116-year  history.  Net  revenue 
rose  8.6%  to  S732.4  million, 
while  net  earnings  gained  8% 
to  $60.7  million.  The  value  of 
employee  stock  rose  17.5%  during  1998 
to  $25.48  a  unit. 

Revenue  from  Journal  Communica¬ 
tion’s  largest  business,  the  Journal 
Sentinel,  rose  by  4.7%  to  $235.7  million, 
in  1998,  while  pretax  income  increased 
by  15  .7%  to  $43  million.  Circulation  has 
continued  its  long,  slow  decline.  How¬ 
ever.  Smith  points  to  the  relatively  high 
market  penetration  of  the  Journal 
Sentinel,  which,  according  to  E&P,  ranks 
22nd  in  the  country  for  Sunday  circula¬ 
tion  in  a  metro  area  that  ranks  as  31st 
largest  for  American  television  markets. 

The  fact  is  that  the  Journal  Sentinel  is 
a  mature  business  in  a  slow-growing 
metro  area.  The  Journal  Sentinel  is  trying 


to  grow  circulation  in  counties  surround¬ 
ing  Milwaukee  and  regularly  raises 
advertising  and  subscription  rates. 

As  for  the  broadcaster’s  impact  on  the 
Journal  Sentinel,  everyone  from  general 
assignment  reporters  to  the  publisher 
have  a  generally  positive  impression. 

Publisher  Keith  Spore  says  Smith’s 
background  in  broadcast  is  overrated  as  a 


sign  that  the  parent  company  is  cutting  its 
commitment  to  the  newspaper.  The 
Journal  Sentinel  will  actually  benefit 
from  the  marketing  and  branding  exper¬ 
tise  that  Smith  brings  to  the  newspaper 
from  broadcasting.  Spore  says. 

Journal  Sentinel  editor  Marty  Kaiser 
says  Smith  has  shown  "nothing  but  sup¬ 
port”  for  the  newspaper,  growing  the  news 
hole,  addressing  circulation  concerns,  and 
stressing  the  importance  of  the  Journal 
Sentinel  to  the  overall  organization. 

"We've  got  the  resources  to  do  a  good 
newspaper,  and  if  we  don’t  do  a  good  one, 
it's  our  own  fault.”  Kaiser  says. 

Smith  says  simply  that  the  company  is 
committed  to  the  long-term  health  of  the 


newspaper.  "!  just  believe  we  have  a  very 
good,  strong  newspaper  that  continues  to 
get  better,”  Smith  says. 

But  Smith’s  charge  is  to  grow  Journal 
Communications’  other  businesses  while 
maintaining  the  Journal  Sentinel,  and 
according  to  their  annual  report,  they 
have  committed  $200  million  to  that 
endeavor,  the  most  money  ever  put  into 
growth  in  the  company’s  history. 

Journal  Communications  has 
been  diversifying  for  the  past  20 
years,  but  the  growth  of  non¬ 
newspaper  businesses  has  accel¬ 
erated  during  the  1990s.  Within 
their  flock  of  business: 

The  Journal  Broadcast  Group 
has  acquired  28  radio  stations, 
to  reach  its  current  total  of  36. 
since  1996,  and  owns  three  tele¬ 
vision  stations.  The  broadcast  group 
recorded  sales  of  $1 15.1  million  in  1998, 
up  13%,  with  pretax  income  of  $34  mil¬ 
lion,  up  1 1 .8%. 

The  company  this  year  is  investing 
about  $.30  million  to  expanding  the  fiber 
optic  network  of  Norlight  Telecommuni¬ 
cations  Inc.,  an  upper  Midwest  data  trans¬ 
mission  business.  Norlight  has  been  quite 
profitable,  with  1998  pretax  income  of 
$24.1  million,  up  95.6%,  on  revenue  of 
$81.9  million,  up  34.8%. 

Journal  Communications’  second- 
largest  business  has  yet  to  find  a  profit 
niche.  IPC  Communications  Services, 
which  Journal  acquired  in  1992,  record¬ 
ed  sales  of  $125.5  million  in  1998  and 


“He  [Smith]  spends 
all  his  time  thinking 
about  what’s  best  for 
Journal  Communications 

—  Doug  Kiel, 

Journal  Communications  president 


Employee  stock  ownership  plan  to  brag  about 


Steve  Smith  brags  about  the  Journal 
Communications  Inc.  employee 
stock  trust,  which  the  company’s  man¬ 
agement  believes  is  the  oldest  employee 
stock  ownership  program  in  the  nation. 

The  trust  was  started  in  1937  due  to 
the  efforts  of  Harry  J.  Grant,  who  was 
chairman  of  what  was  then  known  as  The 
Journal  Co.  When  the  company  co¬ 
founder  Lucius  Nieman  died  in  1935,  he 
held  55%  of  the  stock.  Grant,  who  con¬ 
trolled  20  percent  of  the  company’s 
stock,  wanted  to  establish  a  new  form  of 
ownership  with  employees  in  control. 

After  negotiations  with  the  other 
owners  and  the  Nieman  estate  and  a  pro¬ 
bate  court  case.  Grant  prevailed  and 
established  the  employee  stock  owner¬ 
ship  program. 

The  trust  document  sets  forth  bylaws 
that  make  a  hostile  takeover  of  Journal 
Communications  nearly  impossible. 
Holders  of  two-thirds  of  shares  would 


have  to  call  for  consideration  of  a  sale, 
but  the  corporate  board  would  not  be 
obligated  to  follow  their  wishes.  Further¬ 
more,  unit  holders  who  support  the  sale 
would  be  required  to  sell  their  own 
shares,  according  to  the  bylaws. 

No  takeover  attempt  has  ever  reached 
at  this  stage.  One  reason  is  that  most 
Journal  employees  do  well  by  the  stock 
plan,  which  employees  refer  to  as 
“golden  handcuffs”  that  keep  them,  and 
their  finances,  tied  to  the  company’s 
performance. 

As  of  the  end  of  1998,  3,627  employ¬ 
ees  and  retirees  participated  in  the  stock 
trust.  The  total  value  of  the  employee 
holdings  was  $640.6  million,  compared 
with  $530.8  million  at  the  end  of  1997. 

The  company  pays  an  annual  cash  div¬ 
idend,  which  was  $1.10  per  unit  in  1998. 
The  total  return,  including  dividends,  in 
1998  was  22.5%.  Ninety  percent  of  the 
company’s  stock  is  held  in  a  trust  gov¬ 


erned  by  the  Journal  Employees’  Stock 
Trust  Agreement.  Employees  participate 
in  the  plan  by  buying  “units  of  beneficial 
interest”  in  the  trust.  There  is  one  share 
of  stock  in  the  trust  for  every  unit  issued. 
The  remaining  10%  of  Journal  Com¬ 
munications  stock  is  owned  by  descen¬ 
dants  of  Grant. 

All  full-time  employees  of  Journal 
Communications  are  eligible  to  buy  units 
after  90  days  with  the  company.  Employ¬ 
ees  must  sell  their  units  within  10  years  of 
their  retirement.  Employees  who  leave 
the  company  for  reasons  other  than  retire¬ 
ment  must  sell  their  units  immediately. 

The  company  approved  a  two-for-one 
stock  split,  effective  Jan.  5,  to  make  more 
units  available  to  more  employees. 

“I  see  it  every  day  that  employee  own¬ 
ership  drives  us  to  make  this  a  special 
place  to  work,”  Smith  says.  “It’s  what 
makes  us  a  unique  company.” 

—  Rich  Kirchen 
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CEO  Steve  Smith  and  president  Doug  Kiel  are  all  smiles  as  they  peruse  Journal 
Communications’  1998  stockholders  report,  which  recorded  their  best  year  ever. 


pretax  earnings  of  $2.3  million,  exclud¬ 
ing  a  charge  for  a  plant  closing.  The 
business  makes  everything  from  publica¬ 
tions  for  professional  associations  to 
CD-ROMs  for  major  computer  software 
manufacturers. 

Smith  is  personally  overseeing  efforts 
to  convert  IPC  to  profitability  and  is  char¬ 
acteristically  optimistic  about  the  compa¬ 
ny's  chances  of  success. 

In  addition  to  a  17%  grow  th  in  revenue 
from  1997.  another  Journal  business.  Add 
Inc.,  acquired  Sleuls  'n  Deals  in  New 
Orleans  and  Car  Connection  in 
Jacksonville.  Fla.,  and  started  a  new  spe¬ 
ciality  publication.  Car  Mart,  in  Milwau¬ 
kee.  The  publishing  arm  of  Add  Inc. 
expanded  with  the  acquisition  of  the 
weekly  Pelican  Press  in  Sarasota.  Fla. 

PrimeNet  Marketing  services  also  saw 
a  grow  th  in  revenue  up  7%  from  1997  and 
installed  new  press  and  prepress  equip¬ 
ment  in  Clearwater.  Fla. 

To  maintain  this  growth  and  to  make 
further  acquisitions,  the  employee-owner¬ 
ship  of  Journal  Communications  has  per¬ 
suaded  the  company’s  top  management  to 
adopt  a  reluctant  approach  to  debt.  Kahlor 
and  his  predecessors  didn't  want  to  spend 
earnings  on  debt  service  that  would  oth¬ 
erwise  Row  to  employee-owners. 

Smith  is  changing  that  —  somewhat. 
Fie  helped  orchestrate  a  $35  million  cred¬ 
it  line  late  in  1998  that  will  allow  the 
company  to  finance  acquisitions  with 
something  othei  than  cash  flow. 


Journal  Communications  plans  to  pay 
cash  for  its  largest  acquisition  ever  —  the 
$I(K)  million  purchase  of  Great  Empire 
Broadcasting  Inc..  Wichita.  Kan.,  and  its 
13  radio  stations.  Smith  says.  But  any 
additional  acquisitions  of  radio  .stations  or 
other  properties  this  year  may  require  tap¬ 
ping  the  credit  line. 

"We  need  to  continue  to  grow  —  it's 
the  key  to  our  independence."  Smith  says. 

The  diverse  group  of  companies  under 
Journal  Communications'  umbrella 
"doesn't  make  any  sense."  says  one  com¬ 
petitor.  Jim  Conley,  president  of  Conley 
Publishing  Group.  Beaver  Dam.  Wis.. 
which  publishes  newspapers  in  Milwau¬ 
kee  suburban  areas. 

Smith  faces  "a  big  challenge"  in  grow¬ 
ing  those  businesses  when  he  is  con¬ 
strained  by  the  conservative  nature  of 
employee -ownership.  Conley  says. 

"I  don't  think  it’s  going  to  be  easy  for 
him."  Conley  says. 

Smith  and  Kiel.  50.  are  the  new  gener¬ 
ation  of  executives  for  the  consolidation 
era.  says  David  Meissner,  a  Journal  Com¬ 
munications  board  member.  To  Meissner, 
the  greatest  challenge  facing  Smith  and 
team  is:  "How  does  an  independent  media 
company  continue  to  prosper  in  a  world  of 
consolidation?"  Stay  tuned.  BCF 


Kirchen  is  associate  editor  and 
media  reporter  for  the  Business 
Journal  of  Milwaukee.  He  can  be 
reached  at  rkirchen@amcity.com. 


Steven  J.  Smith 

Age:  49 

Title:  Chairman  of  the  board  and  chief 
executive  officer  of  Journal  Communica¬ 
tions  Inc. 

Career  Highlights:  Youngest  presi¬ 
dent  and  youngest  CEO  of  Journal 
Communications.  First  from  broad¬ 
casting  in  each  position. 

Education:  University  of  Wisconsin- 
Madison  —  Bachelor  of  Arts  (1972); 
Harvard  Business  School  —  Advanced 
Management  Program  (1985) 

Family:  Wife,  Mary,  two  adult  children 
Hobbies:  Golf,  community  involvement 
Latest  books  read:  “Value  Migration” 
by  Adrian  J.  Slywotsky;  “The  Majors” 
by  John  Feinstein 


Production  debate 

Steve  Smith  expects  to  hear  a  report 
by  late  April  or  early  May  on 
whether  the  Milwaukee  Journal  Sentinel 
should  build  a  new  printing  and  distribu¬ 
tion  center,  which  would  cost  more  than 
$100  million. 

A  committee  of  Journal  Sentinel 
managers,  including  president  and  pub¬ 
lisher  Keith  Spore,  has  been  researching 
the  feasibility  of  a  new  facility  and  will 
make  a  report  to  Smith. 

The  committee  is  determining  the 
return  on  equity  of  such  a  facility, 
which  would  include  new  printing 
presses  and  new  loading  dock  areas. 
The  facility  would  be  located  at  a  site 
remote  to  the  existing  printing  plant, 
which  is  in  the  same  building  as  the 
newspaper  and  corporate  offices  in 
downtown  Milwaukee. 

The  committee  is  also  exploring  the 
costs  and  benefits  of  two  other  options: 
installing  new  presses  in  the  downtown 
facility  or  updating  the  existing  presses. 

The  newspaper  in  December  1998 
took  out  an  option  to  purchase  a  36.3-acre 
industrial  site  that  straddles  the  boundary 
between  the  city  of  Milwaukee  and  one  of 
its  close-in  suburbs.  West  Milwaukee. 

The  goal  for  the  new  production  facili¬ 
ty  would  be  to  improve  flexibility  in  news¬ 
paper  printing  .schedules  and  delivery. 
Smith  .says.  He  says  the  new  printing 
equipment  may  provide  the  company  with 
new  revenue  opportunities  and  certainly 
with  a  better-looking  Journal  Sentinel. 

“It’s  a  matter  of  when,  not  if,”  Smith 
says  of  new  or  improved  printing  presses. 
Journal  Communications  Inc.  will  finance 
the  project  with  cash  flow  included  in  the 
company’s  budget  plan.  Smith  says. 
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by  Paul  Bonner 


grade.  The  result  is  fast-paced,  full  of  sur¬ 
prises  and  wry  humor  and  —  as  initiates 
to  Clark’s  soul-music  sing-alongs  at 
National  Writers  Workshops  might 
expect  —  studded  with  cultural  refer¬ 
ences  both  haute  and  low. 

“I’ve  been  in  rock  bands  since  I  was 
16,  I’ve  been  watching  pro  wrestling  on 
TV  since  I  was  six  years  old,  and  I  did  my 
Ph.D.  in  medieval  literature,”  Clark  says. 

The  story’s  protagonist,  a  bumed-out 
investigative  reporter,  is  hired  by  a 
Florida  newspaper  editor  to  investigate  a 
cult  known  as  the  Watchers  and  its  charis¬ 
matic  leader.  Set  in  St.  Petersburg-Tampa, 
the  tale  features  many  of  the  area’s  real 
landmarks  and  events. 

Since  serial  fiction’s  heyday  in  the 
19th  and  early  20th  centuries,  the  line 
between  fact  and  fancy  has  grown  more 
carefully  guarded,  but,  appropriately 
labeled,  the  two  still  happily  coexist  in 
magazines,  Clark  says.  And,  he  points 
out,  the  most  popular  section  of  most 
newspapers  still  delivers  serial  fiction 
every  day:  the  comics. 

“I  would  worry,”  he  says,  “if  people 
who  have  a  limited  amount  of  time  read  it 
instead  of,  say,  preparing  themselves  to 
vote  in  a  city  election.” 

Some  people  in  the  newsroom 
already  worry.  “It  takes  a  good  bit  of 
space  every  day,  and  we  don’t  have 
enough  news  hole,  so  I  think  there  are 

Kwho  feel  like  that  space 
•uid  be  used  for  news,” 
McFarlin  says.  But  now 
that  they’ve  had  a 
chance  to  read  “Ain’t 
Done  Yet,”  McFarlin 
wants  to  reassess 
their  opinions.  “1 


include  a  countdown  clock,  a  chat  room,  a 
historical  trivia  contest,  links  to  events  in 
the  papers’  circulation  areas,  and  a  multi- 
media  presentation  entitled  the  American 
Experience. 

1  After  editors  decided  to 
commission  a  serial  novel 
for  the  project,  McFarlin  ap¬ 
proached  Clark,  coyly  ask¬ 
ing  if  he  knew  of  anyone  in¬ 
terested  in  writing  such  a 
work.  “He  took  the  bait,” 
she  says. 

Three  years  ago,  Clark 
demonstrated  the  possibili¬ 
ties  for  serial  narrative  with 
a  nonfiction  tale,  “Three 
Little  Words.”  Also  a  29-day 
series,  the  story  of  a  family’s 
ordeal  with  AIDS  ran  in  the 
St.  Petersburg  Times. 

Next,  Clark  explored  the  Holocaust 
and  his  own  Jewish-Catholic  roots  in  an 
11-part  series,  “Sadie’s  Ring,”  that 
blended  memoir,  reporting,  history,  and 
light  theology.  The  series  appeared  in 
1997  and  1998  in  newspapers  in  five 
cities  including  Miami,  Minneapolis,  and 
Philadelphia. 

“Ain’t  Done  Yet,”  however,  represents 
his  first  attempt  at  fiction  since  the  eighth 


o  mark  the  new  millennium  and 
lure  new  readers,  one  newspaper 
has  resurrected  an  old  sta- 


■  group 

pie:  serialized  light  fiction. 

As  part  of  its  “Celebrate 
2000”  project,  the  New  York 
Times  Regional  Newspaper 
Group  (NYTRNG)  commis¬ 
sioned  Roy  Peter  Clark,  the 
Poynter  Institute  senior 
scholar  and  well-known 
writing  coach,  to  write  a  29- 
part  novella  about  the  turn 
of  the  millennium.  Called 
“Ain’t  Done  Yet,”  the  work 
ran  in  short,  cliff-hanging 
installments  daily  from  Feb. 

28  through  March  28  in 
most  of  the  NYTRNG ’s  20 
newspapers,  in  print  and  online. 

The  New  York  Times  Syndicate  also 
will  offer  the  series  to  newspapers  as  a 
special  feature. 

“I  can’t  tell  you  scientifically,  but  my 
sense  is  that  the  response  has  been  very 
good,”  says  Diane  McFarlin,  executive 
editor  of  the  Sarasota  (Fla.)  Herald- 
Tribune,  the  largest  paper  in  the  group. 
Single-copy  sales  of  the  Herald-Tribune 
blipped  several  points  higher  during  the 
series,  and  traffic  was  brisk  on  the 
paper’s  Web  site,  where  the  series 
was  posted  each  day.  ^ 

“One  woman  said  her  hus- 
band  just  didn’t  read  the 
paper  very  much  but  was 


Matt  BernhardilSarasota  Herald-Trihunr 

Roy  Peter  Clark 


says. 

it’s  appealed  to  a  lot 
of  people  and  par¬ 
ticularly  people 
you  might  consider 
to  be  marginal 
readers.”  Other  fea¬ 
tures  on  Celebrate 
20()0’s  Web  site 
(http://www.  envi- 
sionthefuture.com/) 


Umhfrt  Fabian! 
Sarasota  Herald-Tribune 


Bonner  is  a  re¬ 
porter  for  the  Dur¬ 
ham,  N.C.,  Herald- 
Sun.  phb@herald- 
sun.com 


This  series  logo  is  a  drawing  of  Tampa  Bay’s  Sunshine  Skyway  Bridge,  that 
figures  prominently  in  the  novel.  The  “eye”  represents  the  novel’s  fictional 
doomsday  cult  “The  Watchers.” 
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News  site  audiences  ciesing  in 


by  Steve  Outing 

What  seemed  a  distant  notion  sev¬ 
eral  years  ago  —  that  online 
news  services  could  rival  print 
publishers  in  terms  of  audience  draw  —  is 
beginning  to  look  attainable  within  a  few 
short  years,  if  growth  in  Internet  usage 
continues  at  its  present  rate. 

Consider  Mercury  Center,  the  success¬ 
ful  Web  service  of  California’s  San  Jose 
Mercury  News.  On  a  typical  day,  roughly 
100,000  people  use  the  site.  Compare  that 
to  the  Mercury's  print  circulation  of 
290,000  (according  to  the  1998  Editor  & 
Publisher  International  Year  Book). 
Mercury  Center  is  no  longer  just  a  Web 
site,  but  a  serious  business  enterprise  in 
the  Knight  Ridder  news  empire. 

“You’re  talking  about  a  number  that 
exceeds  the  circulation  of  a  number  of 
papers  in  the  Knight  Ridder  chain,”  says 
Mercury  Center  director  Bob  Ryan.  He 
recalls  sitting  in  business  meetings  with 
the  company’s  senior  executives,  whose 
“heads  suddenly  lifted”  when  he  cited  the 
most  recent  Web  audience  estimates. 

Of  course,  it’s  not  easy  to  compare  online 
usage  numbers  with  print  circulation  and 
readership  numbers.  Web  audience  mea¬ 
surement  is  notoriously  difficult  to  pin 
down.  And  print  circulation  figures  often 
are  converted  into  higher  “readership”  num¬ 
bers  for  newspapers,  on  the  assumption  that 
several  people  generally  have  access  to  a 
single  delivered  print  newspaper.  Com¬ 
paring  the  audience  of  print  newspapers  or 
magazines,  or  television  stations,  or  net¬ 
works  with  Web  site  audiences  often  ends 
up  being  an  apples  to  oranges  comparison. 

Nevertheless,  I’m  going  to  attempt  to 
define  where  the  online  news  industry  is 
presently  placed  in  terms  of  audience  vis- 
k-vis  old  media  audience  size.  Let’s  start 
with  Media  Metrix,  a  research  firm  that 
tracks  usage  of  the  busiest  sites  on  the 
Web  by  way  of  a  40,(XX)-member  panel  of 
Internet  users.  Those  people  have  soft¬ 
ware  installed  on  their  PCs  that  track  their 
Web  surfing  habits  and  detail  which  sites 
they  visit.  The  panel’s  aggregate  Web 
activity  is  extrapolated  to  estimate  month¬ 
ly  audience  usage  at  individual  Web  sites. 
(Media  Metrix  does  not  estimate  daily 
unique  visitor  counts.) 


According  to  Media 
Metrix ’s  December  1998 
I  figures,  some  of  the  big- 
j  gest  news  sites  attracted 
I  millions  of  unique  visitors 
j  last  month.  For  example, 

CNN  Interactive  had  4.6 
million  visitors  (plus 
another  1.3  million  for 
;  CNNfn).  MSNBC.com  had 
I  4.5  million  visitors;  USA 
TODAY  Online,  2.5  mil¬ 
lion:  washingtonpost.com, 

1 .9  million;  The  New  York  Times  on  the 
Web,  1 .6  million;  Los  Angeles  Times  Web 
i  site,  806,000. 

Those  numbers  are  pretty  remarkable 
even  in  old  media  terms.  Consider  that  2.5 
million  individuals  visit  USATODAY.com 
:  at  some  point  during  a  month.  By  contrast, 
the  newspaper  has  a  circulation  of  1 .6  mil¬ 
lion  (and  a  readership  that’s  somewhere 
between  two  and  three  times  that  size). 

I  So,  in  the  case  of  USA  TODAY,  1 .6  million 
■  people  receive  the  paper  every  day. 
According  to  Allegra  Young,  director  of 
strategy  research  for  USATODAY.com,  on 
:  a  typical  weekday,  the  Web  site  has  been 
averaging  about  923,(X)0  unique  users  per 
i  day  (dropping  to  513,000  unique  users  on 
Saturdays  and  Sundays,  when  the  print 
edition  is  not  published).  Depending  on 
whether  you  want  to  use  print  “circula¬ 
tion”  or  “readership”  as  a  comparison,  that 
means  that  weekday  Web  site  visitors  rep¬ 
resent  on  a  daily  basis  between  19%  and 
58%  of  print  newspaper  consumption. 

At  the  New  York  Times  on  the  Web, 
audience  numbers  also  are  impressive, 
though  lower  than  USA  TODAY'S,  possi¬ 
bly  as  the  result  of  the  Times  requiring  its 
i  Web  users  to  register  while  USATO- 
;  DAY.com  does  not.  Editor  Bernard 
Gwertzman  says  the  site  currently  has  6 
million  registered  users;  gets  around  3 
million  page  views  a  day;  and  site  usage  is 
i  growing  about  50%  every  six  months.  He 
!  estimates  that  on  a  typical  weekday, 
i  between  250,000  and  270,000  people  use 
!  the  site;  the  number  is  about  half  that  on 
;  Saturdays  and  Sundays. 

1  The  E&P  Year  Book  puts  the  Times' 

\  daily  print  circulation  at  just  over  1  million; 

I  the  Sunday  Times  reaches  1.6  million 
;  households.  Considering  that  newspaper 


circulation  —  at  the  Times 
and  most  other  newspapers 
—  is  growing  extremely 
slowly  or  is  flat  and  that 
Internet  usage  at  major  Web 
news  sites  typically  grows 
at  50%,  100%  or  more  a 
year,  with  no  signs  of  letting 
up,  it  begins  to  become  rea¬ 
sonable  to  predict  that  news 
Web  site  audiences  for 
major  publications  will  at 
some  point  catch  up  to  print 
circulation  and  maybe  even  readership. 

I  asked  a  number  of  online  news  execu¬ 
tives  while  researching  this  column  for 
their  estimates  of  when  that  might  happen. 
Most  of  them  weren’t  comfortable  making 
such  a  prediction.  Gwertzman  says,  “It’s 
not  out  of  sight,”  but  it  will  depend  on  how 
fast  the  Internet  continues  to  grow. 

Can  it  sustain  the  45-degree  upward 
growth  curve  in  site  usage  that  most  major 
news  sites  have  experienced  the  last  cou¬ 
ple  years?  For  now,  the  Times  Web  site 
has  a  daily  audience  the  size  of  a  regional 
newspaper’s  circulation;  it’s  easily  con¬ 
ceivable  that  it  could  have  a  million  visi¬ 
tors  a  day  within  a  few  years. 

USA  today's  Young  says  her  gut  feel¬ 
ing  is  that  it  will  be  three  to  four  years 
before  her  Web  site  reaches  the  kind  of 
audience  on  a  daily  basis  that  the  newspa¬ 
per  does.  It  would  happen  sooner  than  that 
except  for  the  stiff  competition  from  some 
strong  players  in  the  Internet  news  busi¬ 
ness,  she  says. 

Mercury  Center’s  Ryan  is  one  of  those 
uncomfortable  making  predictions  about 
when  the  Web  might  catch  print,  but  he 
says  that  online  sites  like  his  already  have 
become  a  significant  component  in  the 
local  media  mix. 

Not  everyone  thinks  comparing  online 
to  print  readership  is  a  useful  exercise. 
Michael  Romaner,  online  services  director 
for  Morris  Communications,  which  has  a 
substantial  new  media  division  supporting 
its  various  U.S.  newspapers,  feels  strong¬ 
ly  that  unique  visitor  counts  are  suspect, 
because  it’s  too  difficult  to  figure  it  out 
unless  your  site  registers  all  its  users  and 
has  sophisticated  tracking  software.  A  sin¬ 
gle  IP  address  (unique  host)  might  have 
20,(XX)  users  on  it,  he  points  out.  ■■ 
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A  Clean  Slate  for  Microsoft 

Microsoft’s  Webzine  is  free  again  —  promoting  itself  and  updating  its  image 


by  Martha  L.  Stone 

Hidden  away  in  the  catacombs  of 
Microsoft  Corp.  resides  one  of  the 
Internet’s  publishing  elite:  Michael 
Kinsley.  The  editor  of  Slate  —  an  edgy 
Webzine  spinning  American  politics  and 
culture  —  is  a  former  editor  of  New 
Republic  magazine  and  former  co-host  of 
CNN’s  Crossfire. 

Despite  the  prestige,  Kinsley  gets  a  9- 
by-12.5  foot  office  like  just  about  every¬ 
body  else  at  the  software  behemoth. 
Stocked  with  cultural  tomes  like 
Ginsberg’s  Holy  Soul  Jelly  Roll,  his  office 
houses  a  fold-up  camping  chair  for  visitors. 
The  Redmond,  Wash.,  headquarters  is  a  far 
cry  from  the  East  Coast’s  political  and  cul¬ 
tural  meccas,  as  Kinsley  painfully  realizes. 
“It’s  obviously  harder  to  get  the  news  about 
the  news  —  the  spin,  the  games,”  he  says. 
“But  there  are  compensating  advantages 
[here]  with  technology.” 

Microsoft’s  incompatible  location  is 
why  almost  half  of  his  16-member  staff  is 
based  back  East  and  why  Kinsley  won’t 
discount  a  future  move  away  from  the 
magazine’s  benefactor,  though  he  says  he 
has  no  immediate  plans  to  do  so.  There’s 
too  much  to  accomplish  in  the  near  term 
for  Slate.  The  first  order  of  business  is 
launching  a  $300,000  advertising  cam¬ 
paign  to  bolster  its  recent  traffic  surge,  and 
then  to  launch  a  site  redesign. 

Kinsley  is  also  keen  to  see  more  com¬ 
pelling  content  that  retains  Slate’s  present 
sophisticated  readers  plus  a  new,  more 
diverse  tier  of  readers.  He  wants  more 
punchy,  traffic-driving  features  like  the 
March  1  TeleTubbie  story  that  drew 
200,000  users  to  Slate. 

While  some  smirk  at  Kinsley’s  recent 
decision  to  drop  the  magazine’s  subscription 
model  —  for  the  second  time  in  two  years 
—  it  is  Kinsley  who  is  smug.  “We  hope  to 
have  our  cake  and  eat  it  too.”  he  says.  As 
Kinsley  dropped  the  subscription  barrier,  he 
added  six  premium  e-mail  newsletters  for 
$20  per  year,  which  he  says  have  done  well. 
“I  don’t  mean  to  sound  triumphant.  In  many 
ways  this  is  a  reversal  of  a  decision  I  had  felt 
fairly  strongly  about.  I  Just  concluded  1  was 
wrong.  [The  subscription  model]  was  worth 


trying.”  Slate,  free  at  its 
launch  in  June  1996, 
moved  to  subscription-only 
in  March  1998,  and  then 
back  to  free  on  Feb.  1 2. 

The  fact  that  a  company 
with  Microsoft’s  resources 
missed  the  boat,  not  once 
but  twice  on  the  subscrip¬ 
tion  question,  surprised 
analysts.  “We  could  have 
told  them  a  long  time  ago: 
the  only  thing  that  people 
will  pay  for  is  very  unique  content.”  says 
Jim  Nail,  senior  analyst  at  Forrester 
Research  in  Cambridge,  Mass.  “Slate’s 
content  is  very  interesting  content,  but  it 
has  to  be  ad  supported.” 

Evan  Neufeld,  senior  analyst  at  Jupiter 
Communications  in  New  York,  adds,  “I 
have  to  credit  Microsoft.  They  went  from 
90,000  subscribers  to  20,000.  When  they 
make  a  mistake,  they  reverse  themselves.” 

While  Slate  has  a  lot  going  for  it,  includ¬ 
ing  a  relatively  large  reach  of  0.7%  of  Web 
users  in  February,  according  to  Media 
Metrix,  it  has  drawbacks,  analysts  say. 
“Slate’s  genre  of  reading  is  the  hardest  to 
do  on  a  computer,”  Nail  says.  “That’s  the 
kind  of  magazine  you  want  to  curl  up  by 
the  fire  and  sit  at  the  end  of  the  day  ...  not 
sit  in  front  of  the  computer.” 

But  its  demographics  are  certainly  desir¬ 
able.  Slate  readers  have  very  high  income 
and  are  very  educated  compared  with  the 
average  Web  user.  Nail  says.  “From  a 
brand  perspective,  they  are  in  demand. 
From  a  clickthrough  standpoint,  they  will 
be  abysmal.  [Readers]  don’t  want  to  read 
what  Michael  Kinsley  has  to  say  and  go 
clicking  olf  to  another  site,”  Nail  believes. 

Reverting  to  a  free  model  has  boosted 
traffic,  from  338,000  unique  visitors  in 
January  to  446,000  unique  visitors  in 
February,  according  to  Microsoft.  “Being 
subscription-based  really  restricted  our 
reach,”  says  Scott  Moore,  Slate’s  publisher 
of  one  month,  who  reports  to  Kinsley. 
“Building  our  reach  is  the  first  order  of 
business.  It’s  too  early  to  say  that  we’ll  be 
wildly  successful.  Most  magazines  can 
take  five  years  [to  show  profitability].” 

Moore,  who  is  building  Slate’s  future 


with  Kinsley,  was  the 
advertising  manager  for 
MSNBC,  and  then  for 
Expedia.com,  Microsoft’s 
travel  site.  The  two  men 
have  big  plans,  including 
continuing  participation  in 
content  distribution  deals 
with  America  Online  and 
sister  Microsoft  sites. 

Slate’s  new  $300,000 
branding  campaign  began 
with  online  banner  ads  at 
washingtonpost.com,  nytimes.com,  and 
MSN  sites.  It  will  expand  in  the  coming 
months  to  include  a  variety  of  online  sites, 
print,  and  radio  advertising.  Neufeld  says 
Microsoft’s  plan  to  spend  $18  million  this 
year  to  promote  the  overall  MSN.com  por¬ 
tal  will  be  money  well  spent.  “It’s  a  great 
thing  when  they  are  going  to  sell  advertis¬ 
ing.  It's  a  nice  value-add  to  say  they  are 
spending  X  on  promoting  the  network.” 

The  question  still  outstanding  is  whether 
Web  users  need  a  property  like  Slate.  “The 
answer  is  unclear,”  Neufeld  says.  “At  the 
end  of  the  day,  it  may  not  make  business 
sense  for  Microsoft.  MSN  content  is  pur¬ 
poseful  and  utilitarian.  Slate  is  not  like  that. 
It’s  like  a  New  Republic  for  the  Internet.” 

Slate  plans  a  redesign  for  mid-May,  that 
while  not  revolutionary  will  include  im¬ 
proved  navigation  and  will  seek  to  expand 
its  content  to  appeal  to  a  larger  audience. 
While  Kinsley  declined  to  name  the  new 
features,  he  is  focusing  on  a  “great  taste, 
less  filling”  format:  articles  with  attitude, 
plus  condensed  takes  on  culture  and  poli¬ 
tics  from  a  variety  of  venues.  The  redesign 
also  will  accommodate  more  ads,  includ¬ 
ing  vertical  ads  along  the  right  side  of  a 
page,  sponsor  links,  advertorial  pages,  and 
more  prominent  banners. 

While  the  Harvard-educated  editor  says 
the  overall  Microsoft  experience  has  been 
interesting  and  supportive,  he  suggests  the 
corporate  culture  is  out  of  sync  with  the 
journalism  world.  “The  [Microsoft]  culture 
is  a  culture  of  computers  and  then  a  culture 
of  management.  The  first  wave  of  Microsoft 
employees  were  techies,  then  MBAs,  and 
there  aren’t  a  lot  of  journalists  in  the  culture. 
People  don’t  talk  politics.”  Hi 


Michael  Kinsley 
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Take  us  out  to  the  ball 
game  on  the  Web 


by  Charles  Bowen 

It’s  almost  certainly  a  sacrilege  to  suggest 
it  —  especially  in  the  spring  —  but  not 
everyone  loves  baseball.  However,  if  you 
spend  half  your  waking  hours  in  a  news¬ 
room,  you  better  have  at  least  a  working 
knowledge  of  America’s  favorite  pastime. 

After  all,  it  ain’t  opera  that  provides  the 
metaphors  for  modem  life. 

But  what  if  you  haven’t  cultivated  sym¬ 
pathetic  friends  in  the  sports  department 
to  help  you  with  your  translations?  Where 
will  you  turn  to  learn  who  Cy  Young  was, 
or  to  figure  out  what  the  mayor  means 
when  he  refers  to  his  opponents’  RBIs. 
How  will  you  be  able  to  smile  knowingly 
when  someone  refers  to  Charlie  Hustle, 
Stan  the  Man,  the  Say  Hey  Kid,  the  Iron 
Horse,  and  Joltin’  Joe? 

Well,  it  won’t  replace  the  re.search 
afforded  by  an  afternoon  at  the  ballpark,  but 
in  a  pinch,  you  can  always  take  a  swing  at 
the  Internet.  A  site  called  Total  Baseball  is  a 
major  league  link  to  information  on  teams, 
players,  records,  and  the  lore  of  the  game, 
as  well  as  the  top  ba.seball  news  of  the  day. 
And  while  the  site  is  quite  accessible  to 
the  nonfanatic  variety  of  ba.seball  consumer, 
it  hasn’t  been  dummied  down.  On  the  con¬ 
trary,  there  is  a  surprising  depth  of  detail 
here  that  might  even  challenge  the  office 
dugout  dudes.  For  instance,  how  many  of 
them  know  how  an  earned  mn  average  is 
actually  calculated,  what  the  term  “saber- 
metrics”  means,  or  the  name  of  the  first 
song  ever  written  about  baseball?  (Nope,  it 
was  not  “Take  Me  Out  to  the  Ball  Game.” 
Fifty  years  earlier  came  "The  Base  Ball 
Polka,”  penned  by  an  amateur  player  in  the 
Buffalo,  N.Y.,  Niagara  Base  Ball  Club.) 

To  get  started  with  this  resource,  visit  the 
site  at  http://www.totalbaseball.com  where 
the  introductory  screen  provides  news  and 
photo  links  to  the  breaking  news  and  stories 
and  scores  of  the  latest  games.  Along  the 
top  are  icons  linking  to  major  departments: 
•  Features.  This  links  to  daily  services  like 
a  trivia  quiz,  online  commercial  services, 
and  reports  on  major  ballparks.  Also  from 
here  you  can  link  to  other  Web  sites  and 
baseball-related  discussion  groups. 


•  Players.  Come  here  to  hook  up  with 
biographies  of  current  and  legendary 
players.  You  also  can  search  for  statistics 
for  specific  players  by  entering  a  first 
and  last  name  in  a  Stats  Search  option. 

•  Teams.  Get  details  on  specific  organiza¬ 
tions  by  the  names  of  cities  and  states 
here.  Also  available  are  the  latest  stand¬ 
ings,  game  stories,  and  box  scores. 

•  History.  This  section  covers  awards  and 
honors,  team  histories,  other  leagues,  all- 
star  games,  post-season  events,  and  histor¬ 
ical  statistics.  Feature  writers  and  editors 
shouldn’t  miss  this  department’s  “Baseball 
&  The  Arts”  option  for  facts  and  tidbits 
about  baseball  on  the  air,  on  the  screen, 
and  on  records  as  well  as  baseball  col¬ 
lectibles  and  famous  baseball  reporters. 

•  Records.  Here’s  the  treasure  chest  if  you 
need  records  for  batting,  base-running, 
fielding,  and  pitching.  Of  special  interest  is 
the  glossary  section,  which  covers  general 
baseball  jargon  and  provides  details  on 
some  of  the  statistical  data.  Need  to  know 
how  to  calculate  a  relative  batting  average? 
A  clutch  hitting  index?  A  relief  ranking? 
Step-by-step  instmctions  are  included. 

Other  considerations  for  using  Total 
Baseball  in  your  reporting: 

IFor  a  cache  of  baseball-oriented  human- 
interest  material,  click  on  the  Players 
icon  and  select  Features  from  the  resulting 
menu.  Then  you  can  select  from  a  list  of  the 
100  greatest  players,  famous  baseball  fam¬ 
ilies,  coaches,  free  agents,  managers, 
umpires,  mascots,  and  foreign  players. 

2  For  some  serious  baseball  flashbacks, 
click  on  the  site’s  History  icon  and, 
from  the  resulting  list,  select  Post-sea.son. 
On  the  next  screen,  you  can  select  a  specif¬ 
ic  year.  Want  to  know  who  played  in  the 
1959  World  Series?  Select  that  year  from 
the  drop-down  list  and  get  a  text  summary 
of  the  Dodgers-White  Sox  showdown, 
along  with  stats  from  the  game. 

3  Finally,  for  a  history  of  the  game 
itself,  click  on  the  History  icon  and 
choose  the  Historical  Features  link.  A  sub¬ 
sequent  display  can  give  you  topics  such 
as  famous  firsts,  commissioners,  night 
ball,  business,  even  demographics  of  fans, 
and  players.  Hi 


More  national 
ads  on  local  sites 

National  advertisers  will  rapidly 
increase  spending  on  local  Web  sites, 
predicts  a  new  study.  Currently,  nation¬ 
al  ads  only  account  for  1 2.6%  of  local 
ad  revenues,  but  that  percentage  will 
increase  to  30%  by  2003.  If  the  predic¬ 
tion  comes  true,  national  firms  will  be 
spending  $500  million  on  local  Web 
ads  per  year,  according  to  The  Kelsey 
Group,  an  online  directories  research 
firm  in  Princeton,  N.J. 

Cox  names  execs 

Cox  Interactive  Media  of  Atlanta 
appointed  Keith  Herndon  vice  presi¬ 
dent  of  planning  and  product  develop¬ 
ment  and  Ron  McCoy  as  director  and 
chief  technology  officer.  Previously, 
Herndon  was  an  assistant  managing 
editor  at  the  Atlanta  Journal-Consti¬ 
tution.  McCoy  also  joined  CIMedia 
from  the  Journal-Constitution,  where 
he  administered  a  network  serving 
5,000  employees. 

Web  coupons  clip 

Nearly  half  (49%)  of  Web  users  who 
use  traditional  print  coupons  are  aware 
of  their  virtual  cousins  on  the  Web, 
says  NPD  Online  Research  in  Port 
Washington,  N.Y.  Of  2,673  respon¬ 
dents  to  a  survey,  31%  say  they  cur¬ 
rently  obtain  coupons  online,  and  23% 
say  they  have  actually  used  coupons 
downloaded  from  the  Web. 

Financial  Times 
joins  AOL 

The  Financial  Times  of  London 
announced  March  30  it  will  be  a  key 
provider  of  international  business  news 
to  America  Online  of  Dulles,  Va. 

Looksmart  raises 
$60  million 

Looksmart,  the  Web  directory  based 
in  San  Francisco,  raised  $60  million  in 
private  equity.  Cox  Interactive  Media 
was  one  of  several  investors. 
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by  Joe  Nicholson 


sent  to  two  Toronto  printers.  ICON  Digital 
Productions  and  ICC  Cactus  Imaging;  one 
receives  the  cover  electronically,  the  other 
by  disc.  Both  have  at  least  two  Xerox 
ColorgrafX  8954  printers,  each  of  which 
costs  about  $60,000  and  can  be  used  to 
reproduce  a  newspaper  page.  The  printers 
now  are  installing  a  new  printer  genera¬ 
tion.  Xerox  ColorgrafX  54e.  which  costs 
about  $90,000. 

Photo  2:  An  operator  at  a  plotter  outputs  a 
Page  One  portion. 

Photo  3:  A  finisher  trims  a  billboard  sheet 
at  about  2:30  a.m. 

Photo  4:  A  workman  on  ladder  with  a 
co-worker  installs  billboard  sheets. 
Photo  5:  Workmen  add  finishing  touches 
at  about  5:30  a.m. 

Photo  6:  Sunrise.  The  billboard  showcas¬ 
es  a  front  page  reproduction,  which  are 
lO-by-12  feet  on  a  lO-by-30  foot  bill¬ 
board;  the  splashes  grow  to  14-by-16  feet 
on  a  larger  14-by-48  foot  billboard. 

Photo  7:  With  7  a.m.  sunlight.  Sandy 
Muir,  the  newspajjer's  vice  president  of 
.sales,  holds  up  a  printed  Page  1  that  is 
mirrored  by  the  billboard’s  greatly  en¬ 
larged  version  over  his  shoulder. 

On  March  22,  the  first  morning  of  the 


warehouse  owned  by  The  Globe  and 
Mail.  In  recent  years  Crosbie  considered 
using  his  two  billboards  to  display  each 
morning’s  headlines  —  though  not  the 
entire  Page  1  —  with  a  Pixel  board, 
which  utilizes  large  numbers  of  small 
light  bulbs  to  create  images.  The  idea 
was  rejected,  he  says,  “as  being  far  too 
complicated.” 

When  Crosbie ’s  aides  told  him  they 
were  working  on  a  daily  reproduction  of 
the  entire  front  page,  he  recalls,  “I 
thought  it  was  a  wonderful  idea  immedi¬ 
ately.”  His  aides  had  been  working  with 
Xerox  as  well  as  Sharpe  Blackmore  Inc., 
an  advertising  agency  which  developed 
the  campaign,  and  other  consultants.  “I 
can’t  tell  you  who  had  the  first  spark  for 
this  idea.”  says  Crosbie,  who  liked  it  so 
much  he  urged  it  be  implemented  as 
quickly  as  possible. 

The  steps  in  the  project  are  illustrated 
in  photos  by  John  Harquail,  of  Black 
Star,  which  are  numbered  1  to  7  below 
and  on  the  facing  page: 

Photo  1:  A  pressman  holds  one  of  the  first 
papers  coming  off  the  press  at  1 :30  a.m., 
which  leaves  four  hours  for  completion  of 
billboard  installation.  The  front  page  is 


With  a  flair  that  has  Toronto 
abuzz,  The  Globe  and  Mail  is 
showcasing  larger-than-life  col¬ 
or  reproductions  of  each  morning’s  Page 
One  on  seven  giant-sized  outdoor  bill¬ 
boards. 

Thousands  of  morning  rush-hour  com¬ 
muters  see  front  page  reproductions  at 
least  10  feet  high  and  12  feet  wide  and 
thousands  of  others  hear  them  di.scussed 
on  radio  and  by  word-of-mouth. 

The  eight-week  campaign,  which  began 
March  22,  is  a  partnership  with  the  Xerox 
Corp.,  whose  equipment  is  being  used  and 
whose  ads  appear  on  billboard  panels  on 
either  side  of  the  cover  reproductions. 

“I  don’t  believe  anybody  has  done  this 
in  Canada.  1  don’t  know  about  the  rest  of 
the  world.”  says  Grant  Crosbie.  the 
paper’s  vice  president  and  general  manag¬ 
er,  who  adds  he  has  never  heard  of  any 
paper  anywhere  getting  its  front  page  up 
on  billboards  every  morning. 

Two  of  the  campaign  billboards, 
which  mostly  face  inbound  traffic  in 
Canada’s  largest  city,  are  located  on  the 
south  and  north  sides  of  a  downtown 
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campaign,  Crosbie  and  several  aides 
went  to  the  roof  of  a  two-story  Globe  and 
Mail  warehouse  and  looked  down  on  the 
billboard  located  on  the  building’s  side. 

Below,  a  truck  stopped. 

“A  guy  pulled  up  in  a  big  truck,  and  he 
looked  up,  and  then  he  reached  down  and 
picked  up  a  paper  he  had  in  the  cab  of  his 
truck,  and  then  he  looked  back  up  at  the 
board,  and  then  it  connected  with  him  that 
he  was  looking  at  that  day’s  front  page,” 
recalls  Crosbie. 

“And  he  just  seemed  to  stare  at  it  for 
quite  awhile,”  says  Crosbie.  “Obviously 
quite  intrigued.” 

Crosbie  declines  to  discuss  the  cost  of 
the  campaign,  whose  expenses  were 
shared  with  partner  Xerox,  except  to  say, 
“It’s  not  a  huge  amount  of  money.” 

Not  counting  the  paper’s  two  billboards 
that  were  available  rent-free,  the  cost  of 
the  billboard  campaign  was  about 
$80,000,  says  Barry  R.  Lathan,  president 
and  CEO  of  Xerox  ColorgrafX  Systems,  a 
San  Jose,  Calif.-based  Xerox  subsidiary 
which  produces  the  machinery  used  to 
reproduce  Page  One. 

Ronald  Alepian,  a  spokesman  for 
Xerox’s  Canadian  operations,  says  the 
campaign  expenses  included  creative 
costs  and  billboard  rental. 

“No  one  else  has  done  this  anywhere 
else  in  the  world  that  we  know  of,”  says 
Lathan,  who  says  the  quality  and  speed  of 
Xerox’s  technology  unmatchable. 

Xerox  hopes  to  sell  other  advertisers, 
including  newspaper  publishers,  on  the 
concept  —  and  on  the  use  of  their  tech¬ 
nology.  “I  expect  there  are  other  advertis¬ 
ers  who  will  want  a  timely  message  that 
can  be  communicated  via  the  billboard,” 
says  Lathan,  who  predicts  the  approach 
“will  be  a  successfully  replicated  solution 
around  the  world.” 

Future  use  of  this  approach  will  depend 
largely  on  assessments  of  the  effective¬ 
ness  of  the  Toronto  campaign. 

The  campaign  has  benefited  both  part¬ 
ners,  says  Crosbie,  adding;  “That’s  what  a 
good  partnership  should  do.  Everybody 
looks  for  good  promotions.  This  has 
worked  out  very  nicely  for  us.” 

A  former  vice  president  for  advertising, 
Crosbie  was  asked  what  advice  on  promo¬ 
tions  he  would  give  to  other  newspaper 
executives.  “We  moved  very  quickly 
because  we  thought  it  was  a  brilliant  idea. 
If  there’s  any  advice,  it’s  that  when  these 
ideas  come  along,  you  have  to  be  prepared 
to  run  with  them.” 

The  newspaper  industry  sometimes 


drags  its  feet  on  new  ideas, 
says  Crosbie.  “I  find  newspa¬ 
per  people  generally  a  little 
slow  to  come  to  a  unique  pro¬ 
motion,”  he  adds. 

The  Globe  and  Mail,  a  To¬ 
ronto-based  and  Thompson- 
owned  national  newspaper, 
has  been  facing  a  new  chal¬ 
lenge  across  Canada  from 
media  mogul  Conrad  Black’s 
National  Post,  which  was 
launched  last  year,  and  it  also 
competes  with  several 
English-language  papers  in 
Toronto. 

But  the  national  competi¬ 
tion  wasn’t  needed  to  prompt 
the  billboard  campaign,  says 
Crosbie.  In  the  past,  the 
paper  has  offered  its  two  bill¬ 
boards  to  its  best  advertisers. 
As  a  value-added,  billboards 
have  been  very  popular  with 
advertisers;  usually  they 
have  been  free. 

Rather  than  use  printers, 
some  newspapers  might 
reproduce  front  pages  on  bill¬ 
boards  electronically.  The 
future  of  advertising  and  pro¬ 
motion  is  certain  to  bring 
more  sophisticated  levels  of 
customized  messages,  adjust¬ 
ed  for  location  as  well  as 
updated  by  the  day,  minute, 
or  second. 

Despite  the  Globe  and 
Mail's  glee  with  the  success 
of  its  billboard  campaign, 
Crosbie  says  other  newspaper 
executives  might  assess  a  sim¬ 
ilar  campaign  differently. 

For  starters,  other  newspa¬ 
pers  would  have  to  shoulder 
the  entire  cost  of  a  billboard 
campaign  if  they  could  not 
enlist  a  partner  like  Xerox.  In 
addition,  most  papers  do  not 
own  billboards,  an  asset 
which  helped  cut  Globe  and 
Mail  expenses. 

“What  we’re  getting  out  of 
this  is  something  they  might 
not  get.  This  is  the  first  time  it’s 
being  done,  and  because  of  that 
it’s  being  talked  about  every¬ 
where,”  says  Crosbie,  who 
points  out  that  other  papers 
won’t  reap  the  same  bonanza 
of  free  media  coverage. 
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Cartoon  group  hopes  April 
mailing  brings  May  publicity 


NCS  sends  out  1 ,300 
mailings  in  an  effort 
to  get  more  newspapers 
to  sandwich  Reuben  Award 
coverage  into  their  pages 

by  David  Astor 

Many  Americans  have  met  Oscar, 

Emmy,  and  Tony,  but  Reuben  is 
still  a  stranger  to  most. 

The  National  Cartoonists  Society 
(NCS)  is  trying  to  change  that  this  week 
with  a  massive  mailing  to  l,3(X)  newspa¬ 
pers  and  the  launch  of  a  related  Web  site. 

The  goal:  to  increase  awareness  of  the 
NCS’s  Reuben  and  division  awards, 
which  will  be  presented  May  8  in  San 
Antonio,  Texas. 

Since  the  Reuben  started  in  1 946,  win¬ 
ners  of  this  “Oscar  of  cartooning”  have 

NCS  also  publicizing  ‘Toon’  day  and  week 

Polly  Keener  and  Ken  Alvine,  co¬ 
chairs  of  the  Cartoonists  Day/ 
“Toonweek”  committee,  also  have  other 
suggestions  for  increasing  awareness  of 
the  holiday  in  1999  and  beyond.  Here  are 
a  few  of  them: 

•  Cartoonists  can  mention  the  holiday  in 
their  May  5  comics. 

•  Those  who  do  calendars  can  get  the 
day  and  week  listed  on  the  May  page. 

•  Cartoonists  can  write  articles  for  mag¬ 
azines  and  try  to  encourage  TV  shows  to 
mention  the  holiday. 

•  Cartoonists  and  syndicates  can  men¬ 
tion  the  day  on  their  Web  sites. 

•  Syndicates  can  send  out  press  releases 
promoting  the  day. 

•  People  can  write  letters  to  the  editor 
noting  the  holiday  and  praising  the  con¬ 
tributions  of  a  local  cartoonist. 

For  more  information,  e-mail  Keener 
at  Pollytoon@aol.com  or  Alvine  at 
KA 1 1 303567@aol.com. 

—  David  Astor 


The  National  Cartoonists  Society 
(NCS)  is  also  publicizing  a  holiday 
marking  the  birth  of  a  104-year-old  kid. 

It  was  on  May  5,  1895,  that  “Hogan’s 
Alley”  —  considered  the  first  comic  — 
began  in  the  New  York  Sunday  World. 
Richard  Outcault’s  feature  starred  the 
character  who  became  known  as  the 
Yellow  Kid. 

Also,  May  9  is  the  anniversary  of  the 
first  American  editorial  cartoon,  pub¬ 
lished  by  Benjamin  Franklin  in  1754. 

So  the  NCS  has  made  May  5  Car¬ 
toonists  Day  and  May  3-9  Cartoon 
Appreciation  Week.  One  way  the  NCS 
will  celebrate  is  by  holding  its  annual 
Reuben  Award  weekend  May  7-9  in  San 
Antonio,  Texas. 

On  May  7,  the  NCS  (www.reuben.org) 
will  host  its  first-ever  online  chat 
between  5  p.m.  and  6  p.m.  CST.  The  chat 
will  originate  from  San  Antonio  and  be 
accessible  from  the  Lycos  Web  site. 

The  day  before,  on  May  6,  there  will 


be  a  charitable  “Meet  and  Greet  the 
Cartoonist”  event  sponsored  by  the  NCS, 
San  Antonio  E.xpress-News,  and  a  local 
country  radio  station. 

The  NCS  and  its  members  are  already 
involved  in  numerous  other  Cartoonists 


Day/“Toonweek”  efforts,  including  a 
Newspaper  in  Education  poster  design 
contest  for  students. 


included  widely  syndicated  creators  such 
as  Scott  Adams  (“Dilbert”),  Gary  Larson 
(“The  Far  Side”),  Bill  Watterson  (“Calvin 
and  Hobbes”),  Lynn  Johnston  (“For  Better 
or  For  Worse”),  and  Charles  Schulz 
(“Peanuts”).  Yet  the  annual  Reuben  cere¬ 
mony  has  received  little  cov¬ 
erage  in  broadcast  and  print 
media,  including  the  news¬ 
papers  where  so  many  car¬ 
toons  appear. 

Why  so  little  coverage? 

NCS  president  George 
Breisacher  says  cartoonists 
have  millions  of  fans,  but  it's 
usually  the  feature,  not  the 
creator,  that’s  the  star.  Few 
cartoonists  have  the  glamour 
quotient  of  a  movie  star. 

But  Breisacher,  a  Charlotte  Obser\'er 
artist,  says  the  NCS  also  shares  the  blame 
for  not  promoting  itself  more.  This  week’s 
push  for  more  pre-  and  post-Reuben  cov¬ 


erage  is  an  attempt  to  rectify  that. 

The  NCS  mailing  to  newspapers  con¬ 
tains  about  20  pages  of  material,  includ¬ 
ing  background  on  the  600-member  NCS 
and  its  53-year-old  Reuben  prize.  There’s 
also  information  about  over  35  nominees 
for  this  year’s  Reuben  and 
1 1  division  awards  (comic 
strips,  comic  panels,  editor¬ 
ial  cartoons,  etc.).  For  each 
nominee,  there’s  a  sample 
of  art,  a  bio,  and  —  in  an 
effort  to  at  least  get  home¬ 
town  newspaper  coverage 
—  the  city  or  town  where 
the  cartoonist  lives. 

The  mailing  also  includes 
instructions  on  accessing  a 
special  Web  area  where 
newspapers  can  view  and  download 
images  and  information  about  the  nomi¬ 
nees.  On  Reuben  night,  newspapers  can 
also  download  photos  of  the  winners 


George  Breisacher 
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receiving  their  awards. 

This  year’s  Reuben  finalists  are  “Rose 
is  Rose”  creator  Pat  Brady  of  United 
Feature  Syndicate,  graphic  novelist  Will 
Eisner,  and  “Mutts”  creator  Patrick 
McDonnell  of  King  Features  Syndicate. 

NCS  members  have  discus.sed  the  need 
for  more  publicity  for  years,  but  it  was 
Breisacher  who  decided  to  take  action  start¬ 
ing  last  summer.  With  the  help  of  several 
other  NCSers,  he  organized  committees  to 
put  together  the  mailing,  build  awareness  of 
“Cartoonists  Day”  (see  sidebar,  p.  34),  and 
more.  Over  20  people  volunteered  their 
time,  and  sent  several  thousand  e-mails  to 
each  other  as  the  effort  was  organized. 

Breisacher  declines  to  say  how  much 
the  NCS  (www.reuben.org)  spent  on 
postage  and  other  costs.  And  Breisacher, 
who  steps  down  as  NCS  president  after 
the  San  Antonio  weekend,  doesn’t  know  if 
the  publicity  push  will  become  an  annual 
effort.  A  lot  depends  on  how  newspapers 
respond  to  the  current  mailing. 

“This  is  an  experiment,”  says 
Breisacher. 


E&?  BRIEFS 


Wilkinson  moves 
to  Writers  Group 

Pulitzer  Prize-winning  editorial  car¬ 
toonist  Signe  Wilkinson  is  moving  to  the 
Washington  Post  Writers  Group  (WPWG) 
starting  April  5. 

The  Philadelphia  Daily  News  staffer 
had  been  with  New  York-based  Car¬ 
toonists  &  Writers  Syndicate  (CWS)  since 
1992,  the  year  she  won  the  Pulitzer. 

“I’m  just  terribly  grateful  for  all 
CWS  has  done  for  me,”  says  Wilkinson. 
But  she  adds  that  she  wanted  to  Join  a 
syndicate  affiliated  with  a  newspaper 
and  that  WPWG  may  be  able  to  find  her 
more  clients. 

“I  want  to  get  my  ideas,  my  point  of 
view  into  circulation  at  the  same  level 
that  other  cartoonists  enjoy,”  says 
Wilkinson,  who  currently  appears  in  the 
The  Boston  Globe,  Los  Angeles  Times, 
The  Washington  Post,  and  several  dozen 
other  papers. 

CWS  founder/president  Jerry  Robinson 
says:  “We  regret  her  leaving,  obviously, 
but  we  wish  her  well.  She’s  very  talented.” 

He  adds  that  CWS,  which  represents 
over  550  cartoonists  from  about  50  coun¬ 
tries,  is  looking  for  another  U.S.-based 
creator  to  replace  Wilkinson.  CWS  has 


IcanhoUupatbong 
And  Ihe  dress  Wtb  the  stein! 
I  can  send  4  bomb 
fti  this  o>ol  -filter  pt»ne/ 
I  can  tnaheapa  ^>eech 
yhile^BMtO'to  ipipeaehl 
But  that  is  rrt  ali  i 


A  Signe  Wilkinson  cartoon 


already  begun  distributing  New  Jersey- 
based  editorial  cartoonist  Mickey  Siporin, 
who  has  been  self-syndicated  and  with  the 
now-defunct  Chronicle  Features. 

Wilkinson  says  one  of  her  goals  at 
WPWG  is  “to  get  George  Will  to  crack  a 
smile  in  his  photos!”  —  David  Astor 


Ex-TMS  editor 
buys  Fla.  papers 

Former  Tribune  Media  Services  (TMS) 
editor  Mark  Mathes  and  his  wife  have  pur¬ 
chased  two  monthly  newspapers  in 
Florida’s  Tampa  Bay  area  for  an  undis¬ 
closed  amount. 

Mark,  46,  is  editor  and  publisher  and 
Diane  Mathes,  44,  advertising  director  of 
the  Carrollwood  Community  News  and 
Brandon  Community  News.  Diane  is  also 
president  of  the  parent  company. 
Manatee  Media. 

Before  joining  TMS  as  managing  editor 
in  1994,  Mathes  spent  14  years  with  New 
York  Times  Co.-owned  newspapers  in 
Florida  —  serving  as  senior  editor  of  the 
Lakeland  Ledger  and  executive  editor  of 
the  Ocala  Star-Banner.  He  was  promoted 
to  TMS  editor  in  1996,  and  left  the 
Chicago-based  syndicate  last  spring 
(E&P,  June  20,  p.  99). 

The  Matheses  purchased  the  papers 
from  founding  publisher  Eric  Robinson. 
Brokering  the  sale  was  Tim  Matthew  of 
Bill  Matthew  Co.,  Clearwater  Beach,  Fla. 

—  David  Astor  and  Mark  Fitzgerald 


NYT  service  has 
NASCAR  offering 

“Inside  NASCAR”  is  being  offered  by 
PageExpress,  the  pagination  service  for 
clients  of  the  New  York  Times  News 
Service  (NYTNS). 

The  auto-racing  package  includes  dri¬ 
ver  information,  stats,  standings,  photos, 
graphics,  and  more. 

PageExpress  comes  from  CoxNet,  the 


SYNDICAftli,  ^^nv.e-s 


news  service  of  Cox  Newspapers,  an 
NYTNS  partner. 

ParadigmTSA 
offering  ‘Y2K’ 

“Be  Prepared:  Y2K  and  Beyond”  is 
being  syndicated  by  ParadigmTSA  of 
Stamford,  Conn. 

The  weekly  column  is  by  Jim  Hyde,  a 
reporter  on  the  computer  industry  for 
nearly  two  decades.  He  currently  operates 
a  computer  consulting  firm  called 
FreeSpirit  Communications. 

Compilation  of 
cartoon  confab 

The  American  Press  Institute  (API)  has 
turned  its  fall  1998  seminar  on  “The  State 
of  Political  Cartooning”  into  a  book. 

Thirty  editorial  cartoonists,  editors, 
publishers,  and  others  participated  in  the 
seminar,  which  discussed  matters  such  as 
the  “toning  down”  of  cartoons. 

Reston,  Va.-based  API  (703-620-3611) 
is  selling  the  “Drawing  Fire”  book  for 
$10  plus  $1.50  for  postage  and  handling. 

‘That’s  Life’ 
comes  to  life 

The  Washington  Post  Writers  Group  is 
syndicating  a  daily  and  Sunday  comic 
panel  called  “That’s  Life.” 

It’s  by  Mike  Twohy,  who  has  done 
freelance  magazine  cartoons  for  over  two 
decades.  The  New  Yorker  magazine  has 
published  his  work  regularly  since  1 980. 


*Please,  Mow —  ont.  wor«  monthi" 


“That’s  Life” 
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Adobe  debuts  InDesign 


Sll,  DT,  Baseview 
embrace  InDesign  for 
new  pagination  products 

by  Jim  Rosenberg 

Until  last  month  —  five  years  after  it 
announced  plans  to  acquire  Aldus 
Corp.  —  Adobe  Systems  Inc. 
allowed  newspaper  personnel  only  private 
peeks  at  its  K2  software  project. 

Adobe  is  slated  to  bring  its  resulting 
product,  InDesign.  to  market  at  Just  about 
the  time  Charles  M.  Geschke,  the  compa¬ 
ny’s  president  and  co-founder,  delivers  the 
opening  keynote  address  at  the  annual 
Newspaper  Association  of  America  Nexpo 
conference  and  trade  show  in  mid-June. 

InDesign  dates  from  object-oriented 
software  work  in  the  early  1990s  by 
Aldus,  developer  of  PageMaker,  which 
launched  the  era  of  desktop  publishing.  As 
wonderful  as  that  seemed  at  the  time,  says 
Gary  Cosimini,  Adobe  business  develop¬ 
ment  manager,  early  desktop  applications 
were  not  easy  to  stitch  together  into  sys¬ 
tems.  And  having  to  port  older  code  to 
newer  platforms  didn't  help.  Those  pro¬ 
grams.  he  maintains,  outlived  their  ser¬ 
viceable  life  and  reasonable  expectation 
for  upgrades. 

Instead  of  the  so-called  “spaghetti 
code”  of  the  1 980s.  he  says  Adobe  worked 
from  a  clean  slate  with  the  latest  program¬ 
ming  technologies  to  create  a  rational 
code  structure,  one  with  sensible  relation¬ 
ships  among  the  various  features. 

Of  course.  Quark  Inc.’s  XPress  .soft¬ 
ware  came  along,  overtook  PageMaker  in 
higher-end  markets,  and  continues  adding 
features,  functionality,  and  related  soft¬ 
ware  for  print  and  Web  publishing  and  for 
catalog  and  packaging  creation. 
Moreover,  the  company  created  the  Quark 
Publishing  System  around  XPress. 

With  more  than  500  QPS  installations 
and  millions  of  XPress  copies  sold.  Quark 
has  the  advantage  of  a  large  installed  base. 
It  also  benefits  from  countless  XTension 
developers,  numerous  authorized  QPS  in¬ 
tegrators,  addition  of  Web  publishing  and 
asset-management  products,  and  recent 
efforts  to  improve  customer  service  and 
product  development  (although  in  recent 
weeks  it  shrunk  the  size  and  mission  of  its 


new  Quark  Marketing  Inc. 
subsidiary). 

Again.st  a  competitor  that 
practically  owns  the  market, 

Adobe  has  marshaled  the 
features  of  its  industry-lead¬ 
ing  applications  in  a  new 
product  that  offers  a  more- 
efficient  working  environ¬ 
ment  for  both  end  users  and 
plug-in  developers.  To  this, 

Adobe  adds  the  inducements 
of  XPress-into-InDesign 
conversion,  attractive  pric¬ 
ing  and  early  and  strong  sup¬ 
port  from  several  established 
vendors  of  newspaper  pub¬ 
lishing  systems. 

Rather  than  merely  the 
major  PageMaker  upgrade 
that  some  feared,  InDesign 
rewrites  page  layout  soft¬ 
ware  from  scratch,  accord¬ 
ing  to  Geschke.  Recogniz¬ 
ing  that  existing  products’ 
interactivity  was  “cumber¬ 
some,”  he  says,  Adobe 
adopted  a  common  user  in¬ 
terface,  with  the  same  type 
and  image  handling  across 
all  applications. 

Now,  he  says,  InDesign  users  can  “sort 
of  go  back  and  forth  seamlessly  between 
products”  —  actually,  between  built-in 
capabilities  of  the  latest  releases  of  such 
products  as  Acrobat,  Photoshop,  and 
Illustrator.  The  applications  themselves 
can  be  accessed  from  InDesign  (for 
example,  a  print-ready  PDF  file  can  be 
created  without  first  launching  Acrobat’s 
Distiller),  where  their  native  formats  are 
usable  and  files  created  in  them  can  be 
edited  directly. 

Unextended.  InDesign  is  a  “shell  appli¬ 
cation,”  a  1.6-MB  kernel  of  code  estab¬ 
lishing  a  layout  engine  with  sophisticated 
controls  and  composition  and  providing 
for  easy  plug-in  of  other  software  applica¬ 
tions.  “Eventually,  we  .see  PageMaker 
becoming  a  plug-in  set  for  K2.”  Cosimini 
told  newspaper  managers  earlier  this  year. 

Rather  than  publish  an  application  pro¬ 
gramming  interface,  which  Adobe  regards 
as  a  bottleneck,  InDesign  achieves  exten¬ 
sibility  through  plug-ins  by  making  all  but 
about  10%  of  its  “extremely  modular” 


code  accessible  to  third- 
party  developers,  says 
Geschke.  Already  there  is  a 
table-making  plug-in  ready 
for  InDesign,  with  work  ex¬ 
portable  in  encapsulated 
PostScript  (EPS)  for  print  or 
HTML  for  the  Web. 
InDesign  won’t  even  neces¬ 
sarily  require  use  of  its  own 
H&J  and  composition. 

InDesign  can  be  under¬ 
stood  as  an  ambitious  work 
in  progress,  the  features  and 
functions  of  which  Adobe 
believes  are  now  sufficient 
for  initial  release.  As  of 
January,  it  counted  1,300 
InDesign  features. 

Adobe  looks  to  bring  dig¬ 
ital  workflow,  support  for 
cross-platform  file  formats 
(PostScript,  Portable  Docu¬ 
ment  Format  Extensible 
Markup  Language),  asset 
management,  and  content 
creation  and  editing  tools  to 
the  common  layout  engine. 
The  product  throughout 
maintains  the  familiar 
Adobe  kx)k  and  feel.  (While  Adobe  will 
continue  to  sell  shrinkwrap  versions  of  its 
own  separate  applications,  it  also  will 
work  closely  with  other  developers  and 
integrators,  according  to  Cosimini.) 

Among  InDesign’s  conspicuous  char¬ 
acteristics  are  its  high-end  typographical 
capabilities,  real  WYSIWYG  and  levels 
of  control  (millionth-point  precision,  mul¬ 
tiple  undo/redo);  support  for  up  to  20  lan¬ 
guages  for  proper  H&J;  Mac  OS  8.5, 
Windows  98,  and  NT  compatibility; 
XPress  document  conversion  and  XPress 
keyboard  shortcuts;  direct  placement, 
editing,  and  export  of  PDF  files  (with  a 
parser  that  recognizes  PDF  problems 
when  files  are  imported). 

PDF  appears  directly  on  the  screen  be¬ 
cause  its  display  model  is  analogous  to 
that  of  PostScript,  obviating  intermediate 
conversion  to  EPS.  When  an  EPS  file  is 
imported,  InDesign  throws  away  the  pre¬ 
view  file  and  generates  an  on-screen  vec¬ 
tor  file. 

Most  notable  for  text  and  graphics  are 
InDesign’s  multiline  default  composition 


Adobe  sought 
“an  architecture 
for  publishing 


on  the  Web  that’s 
as  successful  as 
print’s  been  for 
four  centuries.’’ 

—  Charles  Geschke, 

PRESIDENT,  CO-CHAIRMAN, 
CO-FOUNDER 

Adobe  Systems  Inc. 
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and  vector  graphics.  Look¬ 
ing  ahead  and  back  over  six 
lines,  the  program  can  com¬ 
pose  attractive  text  by  mini¬ 
mizing  word  breaks  and 
poor  line  spacing.  Optical 
kerning  based  on  white 
space  and  font  characteris¬ 
tics  further  enhances  compo¬ 
sition,  and  optical  edge  align¬ 
ment  copes  with  such  diffi- 
cult-to-space  letters  as  a  cap¬ 
ital  T  or  W. 

Rather  than  templates, 

InDesign  relies  on  Master 
Pages  for  various  sections.  It 
uses  the  layers  developed  for 
Photoshop  to  aid  in  page  cre¬ 
ation  and  versioning,  im¬ 
prove  performance  (by 
working  only  with  needed 
layers,  each  with  its  own 
grids  and  guides),  and  create 
smaller  document  files. 

InDesign  also  can  display 
multiple  views,  simultane¬ 
ously  showing  close-in  work 
and  the  work’s  effect  on  the 
overall  document. 

Stressing  the  leveraging 
of  technology  for  applica¬ 
tion  to  the  Internet,  Geschke 
says  Adobe  aimed  for  “an 
architecture  for  publishing 
on  the  Web  that’s  as  successful  as  print’s 
been  for  four  centuries  or  more.” 

Adobe’s  Web  technologies  came 
through  its  recent  acquisition  of  GoLive 
Systems,  founded  by  Andreas  Poliza,  now 
Adobe’s  chief  Internet  strategist.  (Poliza 
founded  Pink,  the  well-regarded  but  ill- 
fated  German  publishing  systems  devel¬ 
oper.  An  early  adopter  of  QuarkXPress, 
his  system’s  advanced  design  pushed 
competitors  toward  improved  systems.) 

Geschke  says  Adobe  GoLive  for  the 
Mac  and  Windows  PCs  (formerly  GoLive 
Cyberstudio)  provides  full  interaction 
with  HTML  and  the  creation  and  automat¬ 
ed  management  of  a  large  Web  site.  The 
thrust  of  GoLine’s  efforts  is  to  decouple 
Web  content  from  Web  architecture, 
according  to  Poliza.  The  Web,  says, 
Geschke,  is  as  much  “a  vehicle  for  a  digi¬ 
tal  workflow”  as  it  is  a  place  to  publish. 

Adobe,  he  notes,  is  working  with  the 
World  Wide  Web  Consortium  to  best 
exploit  vector  graphics.  And  the  proposed 
scalable  vector  graphics  standard,  he 
adds,  happens  to  closely  resemble 
Adobe’s  own  imaging  model.  As  an 


example  of  its  advantages, 
SVG  does  not  require  call¬ 
ing  data  from  the  server 
each  time  a  user  zooms  in 
on  a  section  of  an  image. 

With  support  for  Pre¬ 
miere,  ImageReady,  Image- 
Styler,  AfterEffects  and 
other  Adobe  Web  tools, 
GoLive  provides:  grid-based 
element  positioning  any¬ 
where  on  a  page;  easy  back¬ 
grounding;  fast,  built-in 
dynamic  HTML  to  set  ele¬ 
ments  in  motion  across  a 
page  along  an  easily  pre¬ 
scribed  path;  fixing  URL 
links  in  PDF  files  without 
launching  Acrobat;  Quick¬ 
Time  video  editing. 

Three  systems  vendors 
selling  mainly  to  newspa¬ 
pers  in  three  circulation 
ranges  formally  announced 
their  work  with  Adobe 
when  the  latter  publicly 
debuted  InDesign.  Inter¬ 
estingly,  two  of  the  three  are 
among  the  few  developed 
for  the  Macintosh,  while  the 
third  was  among  the  last  to 
move  entirely  off  propri¬ 
etary  platforms. 

Promoted  as  an  easily 
extensible  product  with  seamless  access  to 
a  wide  range  of  applications,  InDesign, 
represents  a  “streamlined  multimedia 
environment”  for  publishing  systems 
developers,  says  former  System  Integators 
Inc.  executive  Ann  Markle. 

With  thousands  of  Macintosh-only  sys¬ 
tems  installed,  most  until  recent  years  at 
lower-circulation  papers,  Harris  Publish¬ 
ing  Systems’  Baseview  Products  Inc.,  Ann 
Arbor,  Mich.,  has  always  relied  on 
QuarkXPress  as  its  pagination  engine.  It  is 
now  an  Adobe  partner,  at  work  on  inte¬ 
grating  InDesign  as  a  page-layout  option. 

Baseview  says  it  will  preserve  the  IQue 
Editorial  System’s  content  creation  and 
pagination  tools  in  new  systems  built 
around  InDesign  and  incorporating  the 
new  software’s  capabilities. 

“We’ve  been  developing  this  for  a  little 
while,”  says  Baseview  spokesman  Scott 
Sigler.  “It  looks  to  us  like  it’s  going  to  be 
a  major  player  in  the  industry,  and  we 
want  to  make  sure  we  offer  that  option.” 

Baseview  managers  say  they  need  to 
hear  more  from  newspapers  before  judg¬ 
ing  industry  interest  and  that  they  may 


“There’s  a  lot  of 
work  to  be  done. 
It’s  completely 
different  from 
writing  Quark 
XTensions  ... 
different  from  any 
other  software 
we’ve  ever 
written.” 

—  Jack  Rosenzweig, 

EDITORIAL  PRODUCT  MANAGER 

Baseview  Products  Inc. 


show  some  of  their  software  to  gauge  that 
interest. 

“I’m  not  sure,  as  far  as  the  [newspaper] 
industry  goes,  that  people  are  all  that 
unhappy  with  what  Quark  has  to  offer,” 
says  Sigler.  “In  my  opinion,  the  jury’s  still 
out  as  far  as  the  average  user.” 

Jack  Rosenzweig,  Baseview  editorial 
product  manager,  calls  work  with  In¬ 
Design  “kind  of  a  double-edged  sword. 
You  have  to  do  it  because  it’s  out  there, 
but  it’s  just  going  to  cannibalize  Quark 
sales  —  not  that  we  really  care  whether 
our  customers  use  one  or  the  other,  but 
we’re  not  going  to  get  any  additional  rev¬ 
enue  off  of  it.” 

Even  those  customers  who  will  insist 
on  an  InDesign-based  system  “would 
have  bought  a  Quark-based  system  a  year 
ago,”  says  Rosenzweig.  “They  wouldn’t 
have  not  bought  a  new  system  because 
they  didn’t  like  Quark.” 

Baseview  sales,  he  predicts,  probably 
will  be  almost  unchanged  by  availability 
of  InDesign. 

Baseview  anticipates  initially  using 
InDesign  to  give  its  system  “the  same 
functionality  as  Xpress”  —  albeit,  with 
superior  typographical  controls  and  PDF 
workflow  —  and  the  same  degree  of  inte¬ 
gration,  says  Rosenzweig. 

Longer  term,  Adobe  is  at  work  on  other 
things  “that  we  might  be  able  to  do  some 
tighter  integration  with,”  he  says,  adding, 
however,  that  “they  have  to  do  their  end 
before  we  can  even  talk  about  our  end.” 
For  now,  he’ll  only  say  that  “we  do  have 
database  connectivity”  with  InDesign. 

Citing  “just  too  many  variables, 
Rosenzweig  could  not  estimate  when  a 
product  using  InDesign  may  be  intro¬ 
duced.  Adobe  is  still  making  changes  that 
must  be  reflected  in  Baseview ’s  work. 
Among  very  recent  changes,  he  notes,  is 
added  functio.Tality  that  Baseview  would 
otherwise  have  had  to  provide  on  its  own. 

Though  not  expecting  to  have  its  own 
system  ready  as  soon  as  Adobe  ships 
InDesign,  Rosenzweig  remarked,  “I 
would  imagine  we’ll  have  some  version 
of  it  at  Nexpo.”  Even  if  newspapers  like 
what  they  see,  he  wonders  if  they  will 
jump  on  a  1.0  release  or  wait  several 
months.  While  he  doesn’t  doubt  that  a 
system  relying  on  InDesign  would  sell 
right  away,  he’s  just  not  sure  what  the 
total  demand  will  be. 

In  the  meantime,  “there’s  a  lot  of  work 
to  be  done,”  the  product  manager  says. 
“It’s  completely  different  from  writing 
Quark  XTensions  ...  different  from  any 
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other  software  we’ve  ever 
written.” 

With  a  “pretty  steep  learn¬ 
ing  curve”  for  Adobe’s  de¬ 
fined  environment,  says  Ro- 
senzweig,  if  Baseview  de¬ 
cides  “to  go  whole-hog  for¬ 
ward,”  it  will  have  to  add 
staff  or  borrow  from  other 
projects. 

Still,  he  reports  the  com¬ 
pany  is  “very  excited”  about 
working  with  Adobe,  which  “We’re 

“has  been  very  helpful  so  far 
—  much  more  of  a  partner-  ^ 

ship  than  , . .  with  Quark.”  , 

Serving  the  broad  mid-  ®  ® 

range  market,  but  with  cus- 
tomers  large  and  small. 

Digital  Technology  Interna-  —  Don  Oi 
tional,  Orem,  Utah,  wrote  Digital  T 
software,  including  its  own  Intew 

pagination,  for  the  Mac  and 
only  recently  began  offering  Windows- 
based  products  for  its  database-centered 
publishing  system. 

Now,  says  CEO  Don  Oldham,  “we’re 
betting  the  future  of  our  company”  on  the 
use  of  InDesign,  which  he  praised  for  aid¬ 
ing  computer-automated  pagination,  sup¬ 
porting  PDF  workflows,  and  offering 
superior  typographic  and  graphical  capa¬ 
bilities  and  on-screen  PostScript. 

The  need  to  have  data  in  a  database  lay 
behind  DT’s  rejection  of  QuarkXPress. 
“We  never  could  shoehorn  Quark’s  ap¬ 
proach  into  our  database  design.”  says 
Oldham.  In  contrast,  he  says  InDesign ’s 
object-oriented  approach  permits  its 
smooth  link  to  the  DT  databa.se  without 
further  development  and  working  through 
the  XTensions  that  XPress  would  require. 

Citing  “complete  drag-and-drop  con¬ 
trol,”  Oldham  says  a  reporter  can  draw 
material  from  the  Sybase  database,  work 
on  the  story,  then  send  it  back  into  the 
database  —  “something  you’ve  never  been 
able  to  do  with  Quark,”  he  adds  (noting 
that  Pink  came  closest  to  managing  it). 

Oldham  sees  a  big  advantage  in  the 
ability  to  embed  InDesign ’s  H&J  in  news¬ 
room  applications.  With  a  database  hold¬ 
ing  everything  and  all  applications  draw¬ 
ing  from  it,  copy  and  pages  are  always  in 
sync,  he  says  —  whereas  in  systems  that 
integrate  XPress  and  Microsoft  Word, 
H&J  changes  made  in  XPress  are  not 
reflected  in  Word.  Only  estimated  story 
length  or  copy  preprocessing  through 
XPress  are  possible. 

Oldham  also  points  out  that  because  a 


“We’re  betting 
the  future 
of  our  company’’ 
on  InDesign. 

—  Don  Oldham,  CEO 
Digital  Technology 
International 


full  XPress  page  is  not  need¬ 
ed,  remote  users  can  have 
the  benefit  of  exact  H&J, 
even  WYSIWYG  display, 
using  a  slow  modem. 

The  fully  .searchable  page 
PDF  files  that  InDesign  cre¬ 
ates,  with  full  resolution, 
can  serve  as  a  live,  running 
j  archive,  Oldham  suggests, 
adding  that  “it’s  all  free  now.” 
Page  makeup  with 
lotting  InDesign  is  fairly  straight¬ 

forward  —  pour  text  into 
lure  shapes  or  .shape  the  text.  DT 

„  uses  XML  tags  to  automate 

Tipany  placement  of  individual  ele- 

^sian  nients  when  they  are  called 

®  "  to  a  page  from  the  database. 

lAM,  CEO  For  clarity,  tags  appear  in 

HNOLOGY  separate  bars  atop  the  text  in 

lONAL  the  main  work  space. 

“Our  current  customers 
have  had  quite  a  bit  of  input  into  the 
design  of  the  new  product,”  says  Oldham, 
citing  user  group  meetings  under  condi¬ 
tion  of  nondisclosure,  focus  groups,  and 
staff  visits  to  customer  sites. 

“We  don’t  have  to  com¬ 
promise  a  dam  thing  to  use 
InDesign,”  he  adds,  explain¬ 
ing  that  back-end  deploy¬ 
ment  of  Acrobat  Distiller  can 
turn  existing  PageSpeed  for¬ 
mats  into  PDF  files  that  read 
right  into  DT’s  new  Page- 
Speed  system  with  InDesign. 

Sacramento-based  System 
Integrators  has  just  put  the 
finishing  touches  on  the  first 
release  of  its  Windows- 
based  pagination.  Coyote  Coyot 

Layout,  and  is  working  on 
an  alternative,  groupware-  vvill  3! 

based  system  developed  by  a 
large  British  customer.  mosl 

While  it  intends  to  make 
InDesign  available  for  users  ffOm  Ob, 
of  the  high-end  system  for 
which  Coyote  Layout  was  P®9®  ^ 

developed,  Sll  will  employ  and  t 
InDesign  as  the  pagination 
for  its  groupware  system.  fast 

“It’s  the  plug-in  facility  of 
Adobe  InDesign  that  makes  that  i1 

it  so  much  easier,”  says  Ray 
Snook,  technical  sales  engi-  tO  Ini 

neer.  “It  afso  enables  us  to  Frank 

use  XML.” 

SENIOR  PRC 

With  page-component  and  system  In' 
edition-assignment  fields 


Coyote  Layout 
will  assemble 
most  pages 
from  objects  in  its 
page  database 
and  convert 
the  rest  into  PDFs 
that  it  passes 
to  InDesign. 

—  Frank  Pazoureck, 
SENIOR  PROJECT  MANAGER 

System  Integrators  Inc. 
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filled  out,  stories  can  be  entered  into  the 
news  database,  then  opened  from  within 
InDesign,  along  with  a  page  template  with 
any  reserved  ads  or  ad  spaces  showing.  A 
page  can  then  be  built  by  drawing  upon  a 
library  of  standard  shapes  or  creating 
shapes,  then  importing  and  placing  photos. 
A  user  also  will  be  able  to  form  and  store 
pages  with  shapes  already  in  place. 

“We’re  already  into  the  advertising 
stage,”  says  Snook,  adding  that  SII  can  ex¬ 
ploit  an  XML-like  language  for  classified. 
Frank  Pazoureck,  SII  senior  project  man¬ 
ager,  says  XML  editors  eventually  will 
dynamically  handle  classified  material. 

Noting  that  a  non-Adobe  composition 
engine  may  be  chosen  for  SB’s  InDesign- 
based  pagination,  Pazoureck  says  the  stra¬ 
tegy  is  to  take  the  very  basis  of  what  InDe¬ 
sign  is  all  about,  using  PDF  for  interchange 
purposes.  The  project  chief  says  he  origi¬ 
nally  wanted  to  work  with  PageMaker, 
because  it  allowed  PDF  placement.  The  SII 
managers  say  that  a  full  system  integrating 
Notes,  InDesign.  and  SII’s  own  work  will 
be  ready  “by  the  end  of  the  year.” 

In  the  meantime,  the  beta  version  of 
Coyote  Layout  has  been  put  into  production 
at  The  Miami  Herald,  Dem  er 
Post,  and  San  Francisco 
Newspaper  Agency. 

Like  most  users  of  propri¬ 
etary,  high-volume  pagina¬ 
tion  solutions.  Coyote  Lay¬ 
out  users  are  expected  to 
have  a  few  design-intensive 
pages  —  the  sort  most  often 
made  up  in  XPress.  This  will 
be  InDesign ’s  role  for 
Coyote  Layout  customers. 
Pazoureck  explains  that 
Layout  Coyote  Layout  works  from 

objects  in  its  page  database 
amble  to  paginate  more  than  90% 

of  a  newspaper’s  content, 
lages  The  balance  it  will  convert  to 
PDF  and  pass  to  InDesign. 
CtS  in  its  Alternatively,  complex  mate- 

,  rial  created  in  InDesign  may 

tabase  passed  to  Coyote  Layout 

nvert  pagination. 

As  a  “companion  prod- 
ito  PDFs  tit-t”  to  Coyote  Layout  that 
replaces  use  of  XPress  among 
lasses  customers  moving  off  its 

older  INL  and  MTX  pagina- 
iSign.  tion  products,  SII  will 

«ouRECK  off-Tandem  “starter 

3T  MANAGER  seats)  based  on 

RATORSiNC.  Notes-InDesign  system, 

according  to  Pazoureck.  ■■ 

www.mediainfo.com 
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MAKE  YOUR  IMPACT  WITH  ADS  IN  E&P’S 
NAA  ANNUAL  CONVENTION  PACKAGE 

It’s  one  of  the  industry’s  most  important  events!  This  annual  conference  attracts  hundreds  of  the  most 
influential  newspaper  executives  to  discuss,  project,  plan  and  promote  the  future  of  the  newspaper 
industry!  Being  held  April  25-28  in  San  Diego,  the  NAA  Annual  Convention  will  be  the  center  of  the 
industry’s  attention. 

Attendees  and  non-attendees  throughout  the  world  will  anxiously  await  E&P  magazine  for  information 
about,  and  news  coverage  of,  this  important  event  as  well  as  product  and  service  data. 

APRIL  24  •  ANNUAL  CONVENTION  ISSUE 


>  ■ 


Kick  off  the  conference  with  an  ad  in  E&P’s  NAA  Annual  Convention  Issue.  Distributed  to  attendee  rooms  and 
at  registration  during  the  event,  this  issue  highlights  the  week’s  activities  and  features  “Who’s  Staying  Where” 
—  a  guide  to  conference  attendees,  their  business  affiliation  and  their  hotels.  Publishers  will  carry  E&P 
throughout  the  convention  to  use  as  a  reference  and  source  for  the  latest  industry  news.  Don’t  miss  this  oppor¬ 
tunity  to  advertise  in  E&P!! 

SPACE  DEADLINE:  APRIL  13  •  MATERIAL  DEADLINE;  APRIL  15 

MAY  1  «  ANNUAL  CONVENTION  NEWS  WRAP-UP  ISSUE 
Remind  newspaper  executives  of  your  product  or  service  as  they  seek  news  coverage  of  the  event! ! 

SPACE  DEADLINE;  APRIL  21  •  MATERIAL  DEADLINE;  APRIL  23 

New  York  -  Teh  (212)  675-4380  ext.160  •  Fax:  (212)  929-1259  •  Washington  -  Teh  (301)  656-5712  •  Fax;  (301)  656-5713 
Chicago  -  Teh  (312)  641-0041  •  Fax:  (312)  641-0043  •  Denver  -  Teh  (303)  333-9840  •  Fax:  (303)  333-2924 
Monterey  -  Teh  (831)  625-6902  •  Fax:  (831)  625-6911  •  New  England  -  Teh  (508)  821-4670  •  Fax:  (508)  822-5039 
Classified  Department  -  Teh  (212)  675-4380  •  Fax:  (212)  929-1259 


E(S?P  CLASSIFIED  ADVERTISING 


11  W  19th  Street,  New  York,  NY  10011  Phone  (212)  675-4380  Fax  (212)  929-1259  •  lisad@mediainfo.com  •  michelea@mediainfo.com 


FEATURES 

AVAILABLE 


Weekly  -  ASTROLOGY  -  Montfily 
Free  www  link  to  'Fortune  Cookies' 
http://www.time-data.com/fc.html 
Time  Data  Syndicate  (800)  322-5101 

AUTOMOTIVE 

AUTO  COLUMNS 

He  &  She  reviews,  car  quiz,  industry 
news,  repair  Q&A  and  collectors  cars. 
Low  prices.  Auto  Digest  (541)  923- 

3936  or  autodigest@od.com _ 

WHEELS  101:  A  weekly  Q&A  on  the 
basics  of  buying,  leasing,  driving  and 
maintaining  new  ancT  used  cars, 
SUV's,  and  light  trucks.  Crain  News 
Service,  New  York:  Joe  Hanley,  (212) 
254-0890,  Fax  (212)  254-7646.  Chi¬ 
cago:  Melanie  Glover  (312)  649- 
5464,  Fax  (3 12)  397-5500. 


NEWSPAPER  BROKERS 

BILL  MAHHEW  COMPANY  conducts 
professional,  confidential  negotiations 
for  sale  and  purchase  of  highest  quol- 
ity  daily  and  weekly  newspapers  in  the 
country.  Before  you  consider  sale  or 
purchase  of  a  property,  you  should  call 
(727)  733-8053 

or  write  Box  3129,  Clearwater  Beach, 
FL  34630.  No  obligation  of  course. 


GAUGER  MEDIA  SERVICE,  INC. 
Appraisals,  Mergers,  Acquisitions 
David  E.  Gauger 

P.O.  Box  627,  RaymoncJ,  WA  98577 
(360)  942-3560/FAX  (360)  942-9896 


GREGG  K.  KNOWLES 
Knowles  Media  Brokerage  Services 
Nationwide  Sales  &  Appraisals 
(909)  626-6440  Fax  (909)  624-8852 


JMPC,  Est  1 983,  sells  community,  sub¬ 
urban,  niche,  daily,  and  weekly  news¬ 
papers  in  90-120  days.  Phone  (614) 
889-9747.  http://www.jmpc.net 


MEDIA  AMERICA  BROKERS 
Lenox  Towers,  Suite  1 000 
3390  Peachtree  Rd.  NE 
Atlanta,  GA  30326 
(404)  364-6554  Fax  (404)  364-6533 
Lon  W.  Williams 


MEL  HODEa  NEWSPAPER  BROKER 
5196  Benito,  #1 1 ,  Montclair,  CA  91 763 
(909)626-6440  Fax  (909)  624-8852 


MICHAEL  D.  LINDSEY 
Experienced  -  Confidential 
6645-5  Redmont  CrI,  Mesa,  AZ  852 1 5 
(602)  807-7791  FAX  (602)  807-7795 
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ANNOUNCEMENTS 


BUSINESS  DEVELOPMENT 

McGann  &  Co. 

New  and  Old  Media  projects/ ventures 
jmcgann@aug.com 
(904)  826-1335 


BUSINESS  OPPORTUNITIES 

PRESTIGE  international  newspaper, 
founded  1971  offers  unique  opportu¬ 
nity  now  for  investor  (active/inactive). 
$250K-$500K.  Voice  (212)  697- 
7735,  Fax  (21 2)  71 7-01 71. 

PROFITABLE,  1 0-year-old  statewide 
Florida  music  trade  publication  with 
potential  to  expand  into  southeast 
region  seeks  buyer  or  significant  invest¬ 
ment  partner(s)  to  accelerate  and 
achieve  growth.  Contact: 

(Seorge  Biggers,  (407)  767-8377. 


INVESTORS  WANTED 

19  YEAR  OLD  WEEKLY  and  a  niche 

K'  ‘  ration.  Support  of  mainland  pub- 
seeked  to  help  realize  poten¬ 
tialities.  Up  to  50%  available. 

Fax  WARTI 01 1  (689)  423-356. 

MEMBERSHIPS 


Join  the 

NATIONAL  RUSH  LIMBAUGH 
FAN  CLUB 

Send  $5  (or  annual  membership  to: 
N.R.L.F.C.,P.O.Box7, 

Yorba  Linda,  CA  92885. 

NEWSPAPER  APPRAISERS 


'99  MARKET  VALUATIONS 
KAMEN  &  CO  GROUP  SERVICES 
Specializing  in  weekly/monthly  pub¬ 
lications.  NY  (516)  3/9-2797,  Tampa 
(727)  786-5930.  Fax  (5 1 6)  379-38 1 2 

APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356. 


NEWSPAPER  APPRAISERS 

C.  BERKY  &  ASSOCIATES,  INC. 
Consultants  •  Appraisals  •  Brokers 
(561)368-4352 
123  NW  13th  St.,  Suite  21 4-7 
Boca  Raton,  FL  33432 


NEWSPAPER  BROKERS 


750Sold-Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301)253-5016 
Wren  Barnett,  South  (828)  698-0021 
Stephen  Klinger,  SWest/West 
(505)  524-0122 
Phillip  Ferguson,  SW/Midwest/ 
Internet  M&A  (409)  234-251 1 
Michael  Bradley,  Northeast 
(508)  563-2835 


DORMAN  E.  CORDEa 
Specialty  Enterprises,  Inc. 
1 3240  Peyton  Drive 
Dallos,TX  75240 
(972)960-0096 


NEWSPAPER  BROKERS 


Leader  in  Sale 
of  Community 
Newspapers 

Check  our  Kefereuces 
(214)265-9300  Ted  Rickenbacher 
Rickenbacher  Media 
6731  Des«)  Dr.,  Dallas,  TX  75225 


NEWSPAPER  APPRAISERS 


NEWSPAPER  BROKERS 


Thousands  of  Papers  Sold.... 

We  have  sold  thousands  of  publishing  companies  since  1923 

_ Wease  call  to  discuss  your  options  in  a  saie. 

Eolith  o-Cribb 
&  Associates 

Publication  Brokerage  & 
Appraisals  since  1923 

406-586-6621 

Fax  406-586-6774 

John  T.  Cribb  104  E.  Main,  Suite  402,  Bozeman,  MT  59715  email  ;Jcribb@imt.net 


Confidential  Appraisal  for 
Estate,  ESOP,  Partners, 
Bank,  Tax,  Stock,  Assets 

For  a  listing  of 
publications  for  sale,  go  to 
www.cribb.com 


ADVICE/HUMOR 


"The  Ann  Landers  for  people 
who  don't  wear  Depends” 

“Ask  The  Advice  Goddess,”  by  Amy 
Alkon,  is  a  hilarious  but  practical  new 
syndicated  column  picked  up  by  60 
papers  in  just  over  a  year.  In 
alternative  weeklies  and  weekend 
entertainment  sections  of  dailies. 

(310)  306-6160  /  flame777@aol.com 


ASTROLIDGY 


i  BUSINESS  CARTOONS 

j  “BUSINESS  AS  USUAL”  is  a  weekly 
i  single-panel  cartoon  currently  being 
published  nationally.  Low  rates  keyed 
to  circulation.  Call  or  E-mail  cartoonist 
Jim  Sizemore  for  more  information  and 
a  free  sample  selection.  Phone:  (410) 
823-5571 .  E-mail:  moresize@aol.com 


UFESTYLES 


CART(X>NS 


ENTERTAINMENT 


STORY  TIME  STORIES  THAT  RHYME 
Stories  that  educate,  entertain,  rhyme. 
P.O.  Box  41 6,  Denver,  CO  80201 

FEATURES  AVAILABLE 

COLUMNS:  “Math  for  the  Masses", 
i.e.:  “Shylock...A  Modern  Version”. 
And  also  Humorous,  satirical,  current. 
(61 5)  356-6774.  Leofdjd@aol.com 


INTERNET  &  TECHNOLOGY 

TechnologyFair.Com 
See  the  Tech  News  Center  for 
Tech  Editors  and  Journalists 
www.technologyfair.com 


NOTES  FROM  PARADISE  reports  on 
small  town  America,  where  the  roads 
are  bad,  the  air  and  water  good  and 
the  neighbors  friendly.  For  samples 
and  pricing  information,  call: 

Pat  Carlson  (914)227-3734 


“HollywocxJ  Behind  the  Scenes” 
Hook  readers  with  insider's  view  of 
what  stars  are  really  doing. 

Rates  and  samples,  (800)  959-9977 


PHOTOS 


NEWSMAKERS  PHOTO  SERVICE 
Online  photo  resource  for  news, 
feature,  sports  and  travel  pictures. 

WWW.  newsmakers .  net 


PUZZLES 


ABSOLUTELY  the  finest  in  crosswords 
PUZZLE  FEATURES  SYNDICATE 
Call  (800)  292-4308/(909)  766-7617 

BRAINSQUEEZE 

The  ultimate  Word  Puzzle  producers 
FREE  packet  with  sample  puzzles 
(409)  295-5794  Fax  (409)  295-9624 
P.O.  Box  1 972,  Huntsville,  TX  77342 

Wordles  cartoon  puzzles.  Educational. 
Fun.  Daily.  Weekly.  Samples:  Wordles, 
265  3rd  Ave,  Winder,  GA  30680. 


Editor  &  Publisher:  The  communication  link 
of  the  newspaper  industry  every  week  since  1884. 


BIG  AL  CARTOONS:  Samples 
www.bigalcartoons.com  E-mail 
bigalcartoons@mindspring.com 
Fax  (770)  937-9079 


LAUGHTER  & 
LEARNING 


Night  Lights  &  Piiiow  Rghts 

The  new  feature  fiwn  Reuben-Award-Winniiig 
Illustrator  Guy  Qlchrist  packages  interactive 
learning  family  comics  and  illustrated  veise 
into  a  cohesive  unit  kids  love! 

In  crisp  B&W  and  incomparable  color 
Now  Appearing  In  c-.-ar  40  papars 
including  Hartford  Courant  and  Boston 
Harald;  and  70  on-llna  papars. 

ALSO  AVALABLE  AS  INTERNET  CONTENT 


Call  886-822-8398  for  information  or  to  buy 
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NEWSPAPER  BROKERS 

THOMAS  C.  BOUTHO 
Newspaper  broker/ appraiser 
“A  tradition  of  service 
to  the  newspaper  industry” 
BOUTHO-TAYLOR  MEDIA  SERVICE 
1 1 5  S.  Broadway,  Ada,  OK  74820 

(580)421-9600 
E-mail:  bolitho@bolitbo.com 
http://wvirw.bolitho.com 


EQUIPMENT  & 
SUPPLIES 

CAMERA  &  DARKROOM 

SQUeeze  Lenses 
Herb  CoHbom  -  CK  Optical 
(310)  372-0372 

EQUIPMENT  FOR  SALE 

SIX  USED  AGFA  9800s 
Resolution  of  3600  dpi. 

Use  1 3.3“  wide  IR  film  or  paper. 

Use  Hypen  RIPs  running  on 
SOMhz  486DX  processors. 

Buddy  King 
Phone  (903)  794-3311 
Fax  (903)  792-71 83 

MAILROOM 

BUY -SELL -TRADE 
•(3)  Model  #338  Mueller  Stacker 
•  1 W3  Model  480  -  6- 1  Kanso  Inserter 
•Power  Strappers 
•Signode  Strappers 
•KR  /  Cheshire  Labelers  &  1  /4  Folders 
Contact  Dick  Swaney 
Pioneer  Equipment 
Phone  (21 7)  431 -0275 
Fax  (21 7)  431 -0273 


INDUSTRY 


SE 


ADVERTISING  SERVICES 

INCREASE  SALES 
Add  New  Advertisers 
Full  Color  Glossy  Inserts 
Call  Dan  Krause  (734)  591  -4468 

CIRCULATION  SERVICES 

!  IBEST  QUAUTY  AWARDS! ! 
Circulation  Development,  Inc. 
Teleservices  For  Newspapers 
(800)  247-2338 
www.circulation.net 

•1  ANSWER 

ME!  RO  NEWS  SERVICE,  INC. 
Nationwide  TELEMARKCTING 
Horace  Southward 
(800)950-8475 
E-mail:  mnsl@metro-news.com 
www.metro-news.com 

1  ABILITY  OTHERS  CAN'T  OFFER 
WE  SELL  MORE  PREPAID  ORDERS 
CIRCULATION  SERVICES,  INC. 
Andy  Orr  (888)  343-0470 


Desperation  is  a  feather  in  your  cap 


NEWSPAPER  BROKERS 


PHILUPS  PROPERTIES,  INC. 
Consultants-lnvestments 
Management-Brokers 
P.O.Box  21 9 
Baker,  FL  32531 
Phone  (850)  537-4040 
Fax  (850)  537-4050 

NEWSPAPERS  FOR  SALE 

CURRENT  USTINGS 
GOTO 
cribb.com 


ALL  MAILROOM  EQUIPMENT 
MULLER  MARTINI 
Stitcher Arimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355/(256)  997-9656  Fox 

MAILROOM  EQUIPMENT 
Standlee  and  Associates,  Inc. 

(407)  273-5218  Fox  (407)  273-901 1 

NEWSTEC,  INC. 

Specializing  in  SLS/Muller  Martini  and 
Heidelberg  Inserting  Systems 

Spare  Parts  Training  Installation 
Mailroom  Systems 
Biw/Sell  Used  Mailroom  Equipment 
Terry  Connors,  Director  of  Sales 
^one:  (508)850-7945 
Fax:  (508)  850-7951 
www.newstec.com 

PRE-OWNED  MAILROOM  Equipment 
Bill  Kanipe,  ALTA  GRAPHICS,  INC. 
(770)  428-58 1 7  Fax  (770)  590-7267 


. FOR  SALE  BY  OWNER . 

Harris  V25  22  3/4“  with  Brush  Dam¬ 
pening.  Includes  8  Units,  jF25  and  JF4 
Folders.  Can  be  sold  complete  or 
broken  up.  (847)  551  -98(X). 


CIRCULATION  SERVICES 


BLENKARN  TELEAAARKETING 
•  Auto  pay  experts 
•Automatic  Bank/ 

Credit  Card  Transactions 

Joseph  Skaff  (800)  218-6731 

CIRCULATION  MARKETING  GROUP 
Specializing  in  on-site  and  long 
distance  telemarketing  since  1 989. 
Call  Cherry  Coleman  (91 2)  336-2700 

HEADLINE  PROMOTIONS,  INC. 

TELEMARKETING  SERVICES 

NEW  START  GENERATION 
STOP  SAVER  PROGRAMS 
VERIFICATION  CALUNG 

Our  programs  are  tailored  to  meet 
your  circulation  needs. 

Every  subscription  guaranteed. 

RATES  BASED  ON  RESULTS 

Dennis  McQuillan 

_ (800)  260-9823 _ 

TELE  DIREa  MARKETING,  INC. 
(912)  226-6 1 00  Fox  (91 2)  226-54 1 4 
“newspaper  telemarketing  experts" 


NEWSPAPERS  FOR  SALE  |  NEWSPAPERS  FOR  SALE 


MOVE  TO  TEXAS:  No  state  income 
tax,  and  we  hove  newspapers  (or  sale. 
Write  for  free  list.  Bill  Berger,  ATN, 
1 801  Exposition,  Austin,  TX  78703. 

(512)476-3950 

NEWSPAPER  FOR  SALE 
Suburban  NYC  weekly  community 
newspaper  and  shopper.  $635,000 
annual  revenue  1 997,  1 998.  Excellent 
potential.  Interested  parties  send  letter 
to  P.O.  Box  4524,  Brainy  Boro  Station, 
NJ  08840. 


METRO,  URBANITE,  COMMUNITY, 
SC,  SSC,  MAN  4/2  presses.  AL  TABER 
(770)  552-1528  Fox  (770)  552-2669 

GOSS  COMMUNITY  UNITS, 
manufactured  in  New  Delhi,  India  ta 
high  quality  standards.  Floor  units, 
three  color  satellite  and  four  highs.  As 
low  as  $32,600  F.O.B.  New  Delhi. 
Western  Web  Sales 
P.O.  Box  923 
Yorba  Linda,  CA  92885 
(71 4)  985-4707,  Fax  (71 4)  985-4705 

OFFERED  FOR  SALE 
6-unit  Harris  V-22  press  with  JF 1 
(older,  roll  stands,  and  press  drive. 
6-unit  News  King  press  (3  floor  units, 

3  stacked)  with  106  folder,  roll  stands 
and  press  drive.  Tel:  (941 )  561  -6401 . 
E-mail:  inter@sprintmail.com 
Inter-Continental  Graphics,  Inc. 

SELUNG,  REBUILDING, 
CUSTOMIZING  and  INSTALLING 
newspaper  presses  since  1 910. 

INLAND  NEWSPAPER 
MACHINERY  CORPORATION 
For  a  complete  list  of  presses. 

(800)  255-6746  or  (91 3)  492-9050 
www.inlandnews.com 


CIRCULATION  SERVICES 


PRO  STARTS 

THE  TELEA4ARKETING  PROS 
EXPERTISE  IN  A  FULL  RANGE  OF 
SALES  SERVICES  INCLUDING 
DATABASE  MARKETING 
TOM  ZGONC  (800)  776-6397 

RETENTION  TRAINING  SEMINARS 
STOPBUSTERS  •  STOPBUSTERS  PLUS 
BREAK  THRU  SERVICE 
Circulation  experts  since  1 983 
Alice  Kemper,  Michelle  Barton 
Jocqui  Tezyk,  Denise  Zagnoli 
(800)  671  -1230  mpbarton@aol.com 

SPEaRUM  MARKETING  SERVICES 
A  teleservices  solution  (or 
•Cold-call  projects 
•Stop-saver  projects 

(?al  Doug  Reese  at  (800)  972-6778 

COMPUTER  SOFTWARE 

SOFTWARE  for  AR,  classifieds,  sched¬ 
uling  &  circulation.  Fake  Brains, 

Tel:  (303)  791 -3301 
http:/ / www.fakebrains.com 


V/ISCONSIN  (SOUTHERN)  Adjudicated 
community  newspaper,  established 
1937.  Servicing  a  great  small 
community.  Write  Box  08793, 
Editor  &  Publisher. 

NEWSPAPERS  WANTED 

FACKEUVIAN  NEWSPAPERS  SEEKS  to 
add  quality  publications  to  our  family 
of  community  newspapers.  Thinking  ef 
selling?  Please  consider  us.  Cash  or 
terms.  Confidential.  Call  Marc  A. 
Richard  (850)  785-7709  or  mail  Box 
2265,  Panama  City,  FL  32402. 


PRESSES 

Goss  3:2  Folders  23  9/10“,  22  3/4”, 

22“,21  1/2”,  21“ 

New  or  Rebuild  Goss  R.T.P.  42”  +  45“ 

Goss  Y  columns  all  sizes 

Goss  AAetro  Units 

Harris  1 650  folder  22  3/ 4” 

Northeast  Industries,  Inc. 

Tel:  (800)  821-6257 

Fax:  (323)256-7607 _ 

USED  PRESS  EQUIPMENT 
ON  THE  INTERNET  AT 
www.webpresses.com 

WANTED  TO  BUY 

GOING  DIGITAL?  Will  pay  cash  for 
photo  archives,  any  quantity,  any- 
where.  Call  Jim  1  (800)  872-9990. 

WANTED  DEAD  OR  ALIVE 
Muller  Martini/Harris 
Inserters  &  Stitcher/Trimmers 
All  AAailroom  Equipment 
Joe  Scott  &  Associotes,  IrK. 

(256)  997-9355/(256)  997-9656  Fax 

WANTED:  Presses  -  Inserters 
Call:  Bill  Kanipe  or  Al  Taber 
ALTA  Graphics  Inc. 

(770)  428-5817  Fox  (770)  590-7267 


PRESSROOM  SERVICES 


DO  YOU  NEED  HELP  ON  YOUR 
ELECTRICAL  DRIVE  SYSTEM? 

MASTHEAD  can  provide:  New  or  used 
drive  motors  and  consoles  for  single  or 
double  width  presses.  Also:  Parallel 
drives,  horsepower  upgrades  or  new 
AC  Drive  Conversions. 

MASTHEAD  INTERNATIONAL 
(800)545-6908, 24  hr.  line 
(505)842-1357 
P.O.  Box  1951 
Albuquerque,  NM  871 03 

PRESSROOM  CLEANING  PROBLEMS? 
Dirty  presses,  ceilings,  walls,  beams? 
Unsafe  floors,  catwalks  and  lod- 
derways?  Dirty  air  handling  systems, 
ductv«>rk? 

Doily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION! 

30  Years  experierKe! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-21 10 


Call  us  about  our  low  contract  rates! 
(212)  675-4380  ext.  174 


www.mediainfo.com 
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INDUSTRY 

SERVICES 

_ TRAINING _ 

ADVERTISING  SALES  TRAINING 
Proven  results  in  increasing  ad  volume, 
new  contracts,  ad  count,  reductions  in 
errors  and  customer  retention.  We 
build  teams  that  get  results! 

Call  ProAAax  Training 
&  Consulting,  Inc.  (800)  898-0444 


HELP  WANTED 


_ ACCOUNTING _ 

CONTROLLER 

Mid  Atlantic  States  Location 

Publishing  Company  located  in  the 
Middle  Atlantic  States  is  seeking  a  con¬ 
troller  to  take  an  active  role  in  manag¬ 
ing  the  Accounting  Deportment  to 
ensure  the  integrity  of  Financial  informa¬ 
tion  and  to  oversee  financial  and 
statistical  reporting;  payroll  processing 
and  payroll  taxes;  a/r;  a/p;  credit  and 
collections;  inventory  control.  Develop 
and  maintain  internal  control  proce¬ 
dures.  Coordinate  accounting  issues 
internally  with  other  departments  and 
with  outside  auditors. 

The  successful  candidate  will  have  at 
least  ten  years  of  accounting  experi¬ 
ence,  and  several  years  as  a  controller 
in  a  medium  sized  company.  Pub¬ 
lishing  experience  is  helpful.  Strong  com¬ 
puter  ana  analytical  skills  are  essential, 
as  well  as  proficiency  with  spreadsheet 
and  automated  accounting  packages. 
Strong  managerial,  administrative, 
communication  and  interpersonal  skills 
are  required. 

Send  your  resume  with  salary  require¬ 
ments  to  our  accounting  firm. 

E-mail  acldcpaone@aol.com 

or  fax  (21 2)  678-2301 

ADMINISTRATIVE 

ASSCX:iATE  PUBUSHER 

One  of  America's  finest  resort  news¬ 
papers  is  looking  for  a  dynamic 
administrator  to  take  our  operation  to 
a  new  level.  We  publish  a  free  5-day 
daily  and  8M  paid  weekly.  Applicants 
should  have  a  strong  advertising  back¬ 
ground  as  well  as  a  working  knowl¬ 
edge  of  production,  circulation  and 
business  operations.  The  successful 
candidate  will  be  in  charge  of  all  facets 
of  the  business  except  the  editorial 
department  and  will  report  directly  to 
the  publisher.  Please  send  resumes  to 
Publisher,  Jackson  Hole  News,  P.O.  I 
Box  7445,  Jackson,  WY  83002.  I 


BUSINESS  DIREaOR/CONTROLLER 
sought  for  group  of  4  dailies,  8 
weeklies  in  Western  New  York.  Ideal 
candidate  should  have  B.A.  accounting  > 
or  business  and  5  years  newspaper 
experience.  Responsibilities  include 
financial  reporting,  budgeting,  payroll, 
personnel  and  leadership  of  a  staff  of 
1 5.  Send  resume  to  Mark  Francis,  pub¬ 
lisher,  Greater  Niagara  Newspapers, 
MPO  549,  Niagara  Falls,  NY  14302- 
0549,  or  fax  to  (71 6)  286-391 3. 


11  W  19th  Street,  New  York,  NY  10011  Phone  (212)  675-4380  Fax  (212)  929-1259  •  hazelpQmediainfo.com  «  micheleaQmediainfo.com 


TRAINING 


FINALLY!  AN  OFF-THE-SHELF 
CLASSIFIED  TELEPHONE 
SALES  TRAINING  PROGRAM. 

Call  MacDonald  Classified  Services 
(800)  237-9075,  (765)  742-901 2 
mcs@macdonaldclassified.com 

Courage  is  the  ladder  on  which  all  other 
virtues  mount 

Clare  Booth  Luce 


TRAINING 


NEWSPAPER  SALES  MAGIC 
Training  topes  for  new  subscription 
sales.  Upbeat  series  of  4  topes  shows 
soles  and  mon^  happening,  and 
how  to  do  it.  $195.95.  We  can  also 
manage  in-store  contracts.  American 
Reading  Association,  (888)  747-2949 


Honesty  is  the  first  chapter  of  the  book  of 
wisdom 

Thomas  Jefferson 


E&P*s  Classified 

- ►  - 

The  newspaper 
industry’s  meeting 
place. 

(2U)  6754380 


ADMINISTRATIVE 


BUSINESS  MAGAZINE  PUBUSHER 
Recent  promotion  due  to  corporate 
expansion  has  created  an  excellent 
opportunity  for  highly  motivated  busi¬ 
ness  magazine  professional  to  assume 
bottom-line  responsibility  for  a  #1 
magazine  serving  the  health  care 
industry.  Must  be  experienced  in 
marketing  and  soles  management  and 
have  broad  in-depth  knowledge  of 
trade  magazine  publishing.  Health 
care  industry  knowledge  a  plus.  Com¬ 
petitive  salary  and  benefits  package 
offered.  Send  cover  letter  with  resume 
and  salary  requirements  to  Human 
Resources  Manager-EP/HCP,  Miramar 
Communications,  Inc.  (A  Division  of 
PRIMEDIA  Intertec),  P.O.  Box  8987, 
Malibu,  CA  90265-8987.  Fax;  (310) 
317-0072.  www.miramar.com  EOE 

EDWARDS  PUBLICATIONS  is  in  need 
of  a  publisher  in  South  Carolina.  Our 
10,000  Twin  weekly  is  ready  to  go 
daily.  Person  must  be  hands  on  with 
working  knowledge  in  all  departments. 
Starting  package  base  $60,000, 
bonus  plan  $10,000-)-,  insurance,  two 
weeks  vacation,  401  (k)  with  8%  match 
and  vehicle  allowance. 

If  you  are  looking  for  a  challenge, 
have  what  it  takes,  and  are  willing  to 
go  the  extra  mile.. ..Send  resume  along 
with  10  business  references  and  cur¬ 
rent  benefits  package  to  Edwards  Pub¬ 
lications,  Attn:  Jerry  Edwards,  125 
Eagles  Nest  Drive,  Seneca,  SC  29678. 

GENERAL  MANAGER  NEEDED, 
County  seat  weekly  newspaper  with 
shopper  seeks  working  manager  to 
lead  solid  team.  Advertising  back¬ 
ground  preferred.  Good  location, 
good  newspaper.  Send  resume  to  GM 
Search,  Putnam  County  Sentinel,  Box 
1 49,  Ottawa,  OH  45875. 

GENERAL  MANAGER  with  strong 
advertising  skills  for  Weekly  Group  in 
New  York  State.  Benefits,  401  (k).  Reply 
to  Box  08789,  Editor  &  Publisher. 

NEWSPAPER  GROUP  SEEKS  pub¬ 
lishers,  general  managers  for  Midwest 
community  newspapers.  Competitive 
pay,  solid  towns.  Run  your  own  show. 
Middle  managers  looking  to  move  up 
please  apply.  Resume,  salary  require¬ 
ments  Box  08790,  Editor  &  Publisher. 

ADVERTISING 

AD  DIRECTOR/SALES  MANAGERS  - 
Visit  www.marks-ferber.com  for  current 
list  of  top  career  opportunities. 


ADVERTISING 


ADVANCEMENT 

See  how  far  your  newspaper  career 
can  go  with  Boone  Newspapers,  Inc. 
See  the  JOBS  page  at  our  web  site: 
www.boonenewspapers.com 


ADVERTISING  ACCOUNT  MANAGER 
The  Commercial  Appeal,  a  leader  in 
the  E.W.  Scripps  Company,  has  an 
opening  for  a  Retail  Territory  Sales 
Manager.  This  is  an  exceptional  oppor¬ 
tunity  for  a  creative  manager  to  lead  a 
staff  and  to  grow  revenue  in  our  expan¬ 
ding  market.  Memphis,  hame  of  the 
blues  (and  Elvis),  has  large  city 
amenities,  with  small  town  living  within 
minutes.  We  offer  competitive  salary, 
bonus,  excellent  benefits  and  a  gcxxf 
work  environment.  If  you  ore  interested 
in  being  part  of  our  team,  and  have  a 
proven  track  record  in  sales/sales 
management,  send  resume  to  Linda 
Steen,  employment  manager,  495 
Union  Avenue,  Memphis,  TN  38 1 03. 


ADVERTISING  DIREQOR 

The  Modesto  Bee,  an  83,0(X)  daily 
McClatchy  newspaper,  located  in  Cali¬ 
fornia's  heartland,  is  currently  recruit¬ 
ing  for  an  Advertising  Director. 
Modesto's  best  of  both  worlds  location 
offers  the  natural  wonders  of  the  lush 
San  Joaquin  Valley  and  eosy  access  to 
San  Francisco  and  Sacramento,  both 
within  90  miles. 

This  position  is  responsible  for  advertis¬ 
ing  operations  and  the  generation  of 
advertising  revenue.  The  ideal  candi¬ 
date  will  have  the  minimum  of  a  4-year 
college  degree  in  business,  marketing, 
journalism  or  its  equivalent.  They  will 
also  have  a  proven  track  record  of  10 
years  or  more  of  successful  newspaper 
experience  of  which  at  least  five  were 
in  advertising  management.  The 
Advertising  Director  is  o  member  of 
The  Bee's  Operating  Committee  and  is 
responsible  for  the  motivating  and  train¬ 
ing  of  sales  and  service  personnel, 
establishing  revenue  and  expense 
budgets  and  executing  ideas  which 
build  on  the  future  of  the  newspaper. 

Pre-placement  physical  and  drug 
screen  required.  Qualified  candidates 
should  send  their  resume  to  The 
Modesto  Bee,  Human  Resources 
Department,  P.O.  Box  3928,  Modesto, 
CA  95352. 

The  Modesto  Bee  is  an  Equal 
Opportunity  Employer.  Females 
and  Minorities  are  encouraged  to 
apply. 


ADVERTISING 


ADVERTISING  DIREQOR 

Family  owned  Ohio  daily  and  Sunday 
newspaper  (23-24M)  seeks  an  outstan¬ 
ding  candidate  for  the  position  of 
Advertising  Director.  Applicont  should 
have  a  college  degree  in  marketing  or 
related  field.  Candidate  must  have 
demonstrated  exceptional  experience 
in  sales  and  managerial  ability  and  in 
growing  advertising  revenue  at  a  daily 
newspaper.  Applicant  should  be  an 
excellent  trainer,  motivator  and  leader. 
Capable  of  rebuilding  and  developing 
a  newspaper  market  and  in  leading 
through  example.  Excellent  people 
skills,  creativity  and  ability  to  lead  in 
each  area  of  advertising. 

This  is  a  challenging  opportunity  in  a 
very  nice  community.  Salary  and  incen¬ 
tive  package  based  on  experience  and 
ability.  Competitive  benefits  package 
includes  health  care,  insurance, 
pension  and  401  (k)  plan.  Reply  to  Box 
08797,  Editor  &  Publisher. 


ADVERTISING  DIREaOR 

Long-time  A.D.  has  retired.  We  are 
seeking  the  right  person  to  build  upon 
the  successes  already  in  place.  We 
need  a  strong  leader,  willing  and  able 
to  lead  by  example.  Must  be 
arganized,  efficient,  and  able  to  run 
your  own  show.  We  are  a  family- 
owned  30,000  circulation  daily  along 
with  five  weeklies  that  total  another 
60,0(X).  We  offer  an  excellent  salary 
and  benefits  package  as  well  as  an 
excellent  place  to  live  and  work. 

Send  resumes  in  strict  confidence  to 
Ron  Vodenichar,  c/o  Butler  Eagle, 
P.O.  Box  271,  Butler,  PA  16003. 
Phone  calls  welcome  (724)  282-8000 
ext  258. 


ADVERTISING  MANAGER 

Lead  8-person  sales  staff  (five  outside, 
three  inside)  for  6-day,  7,000  daily 
newspaper.  Grawing,  proactive  com¬ 
munity  that  just  hit  the  “magic”  50,000 
mark  and  is  home  to  a  state  university. 
Need  someone  who  trains,  motivates 
and  enjoys  four-legged  calls  with  sales 
staff.  Send  resume,  salary  history  to 
Tom  Erikson,  publisher,  Turlock 
Journal,  P.O.  Box  800,  Turlock,  CA 
95381.  Fax  (209)  669- 1561. 


ADVERTISING  REPRESENTATIVE 
EUROPE  Magazine  seeks  an  indepen¬ 
dent  contractor  (East  Coast  location)  to 
sell  national  accounts. 

Fax  resume  to  (41 0)  897-0298. 
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CLASSIFIED 


HELP  WANTED 

ADVERTISING 

ADVERTISING  DIREaOR 

The  Gloucesfer  Counfy  Times,  a 
30,000  circulation  daily  and  Sunday 
newspaper  located  in  Woodbury,  NJ, 
just  15  minutes  from  Philadelphia,  has 
an  immediate  opening  for  an  experi¬ 
enced  Ad  Director  to  lead  talented 
Retail  and  Classified  staffs  in  a  highly 
competitive  suburban  market. 

Successful  candidate  will  have  prog¬ 
ressive  experience  and  successes  in 
similar  sized  markets,  be  well 
acquainted  with  budgeting  and  fore¬ 
casting,  and  be  aggressive  and 
innovative  enough  to  consistently  make 
the  budgeted  numbers.  Candidates  will 
be  equally  adept  at  dealing  with  small 
retail  accounts  as  well  as  the  majors. 

If  you're  a  rainmaker  with  publisher 
aspirations,  this  could  be  the  chance 
you've  been  waiting  for.  This  position 
will  report  directly  to  the  President  of 
South  jersey  Newspapers  Company,  a 
three-newspaper  group  in  South  Jersey 
which  is  part  of  MediaNews  Group, 
the  5th  largest  newspaper  group  in  the 
country. 

We  offer  a  competitive  salary,  gener¬ 
ous  monthly  MBO,  full  health  and 
dental  plan,  car  allowance  and  a 
401  (k)  plan. 

Send  or  fax  your  resume  with  cover  let¬ 
ter  and  salary  history  directly  to  Barry 
Hopwood,  president.  South  Jersey 
Newspaper  Company,  309  South 
Brood  Street,  Woodbury,  NJ  08096. 

Fax  (609)  845-6814 


ADVERTISING  DIREaOR  wanted  for 
the  Auburn  Journal  located  35  miles 
NE  of  Sacramento.  The  Journal  is  a 
1 5,000  daily  that  also  includes  several 
weekly  publications.  Auburn  is  located 
in  the  heart  of  Placer  County,  northern 
California's  fastest  growing  market. 
We  seek  o  highly  motivated  individual 
that  can  lead  a  dedicated  sales  team  to 
the  next  level.  The  ideal  candidate  must 
have  a  proven  track  record  in  com¬ 
petitive  markets,  be  an  excellent  com¬ 
municator,  have  the  sales  knowledge 
and  ability  to  train  and  implement 
marketing  strategies.  We  offer  a  posi¬ 
tive,  progressive  team  work  environ¬ 
ment  that  rewards  hard  work  and 
achievement.  In  exchange  for  your 
many  talents  we  offer  an  excellent 
salary,  profit  sharing  and  bonus  plan. 
Send  resume  and  salary  history,  to 
President,  Auburn  Journal,  Inc.,  P.O. 
Box  5910,  Auburn,  CA  95604  or: 

Email:  Mcody@foolhill.net 


ADVERTISING  DIREaOR 

Excellent  opportunity  for  an  experi¬ 
enced,  growth-minded  advertising 
department  leader  to  direct  the  retail 
and  classified  sales  teams  of  the 
award-winning  News  West  Publishing 
group,  headquartered  in  a  unique 
desert  community  on  the  beautiful  Col¬ 
orado  River.  We're  part  of  the  Brehm 
community  newspaper  group  and 
we're  very  people-orientecT  How  good 
are  you?  If  you've  got  proven  sales  and 
coaching  skills,  a  successful  track 
record,  you're  charismatic,  tactfully 
assertive  and  desire  a  position  that 
could  lead  to  even  bigger  respon¬ 
sibilities,  send  your  resume,  with 
earning  history  and  expectations  to 
Chuck  Rathbun,  publisher,  M.V.D.N., 
P.O.  Box  21209,  Bullhead  City,  AZ 
86439. 


I _ ADVERTISING _ 

ADVERTISING  SALES  EXECUTIVES 

The  Chicago  Sun-Times  is  one  of  the 
nation's  most  authoritative  newspaper 
voices.  A  Pulitzer  prize  winning  news¬ 
paper  that  reaches  1 .7  million  people 
everyday,  makes  the  Chicago  Sun- 
Times  the  most  widely  read  newspaper 
in  the  Chicago  area  in  readership  last 
year  alone.  After  decades  of  editorial 
leadership  and  market  dominance,  the 
Chicago  Sun-Times  has  emerged  as 
one  of  America's  most  successful 
brands.  Now,  as  we  embark  on  a 
major  expansion  due  to  growing 
revenues,  we  seek  all  levels  of  advertis¬ 
ing  sales  executives  for  a  variety  of 
positions. 

Qualified  candidates  must  possess  the 
ability  to  sell  in  a  competitive  media 
market  and  have  related  experience 
and  proven  success  relevant  to  the  posi¬ 
tion  applied  for: 

NATIONAL  •  MAJOR  RETAIL  &  KEY 
ACCOUNTS  •  CO-OP  AND  VENDOR 
SUPPORT  SALES  &  AGENCY 
SERVICES 

Candidates  must  demonstrate  a  suc¬ 
cessful  track  recard  in  a  competitive 
media  sales,  have  extensive  Marketing 
and  Promotions  knowledge  and 
superlative  communication  skills.  The 
successful  candidates  must  develop 
and  deliver  formal  Marketing  and 
Sales  presentations  that  meet  customer 
needs.  Must  be  able  to  work  with 
Market  Research  data  and  Retail  Sales 
potential  and  possess  a  Bachelor's 
degree  -  Business,  Marketing,  Advertis¬ 
ing  preferred.  Some  travel  and 
overnight  stay  will  be  necessary. 

LOCAL  TERRITORY  •  AUTOMOTIVE  • 
REAL  ESTATE  •  RECRUITMENT 
Excellent  opportunity  to  learn  and 
grow  in  a  large  newspaper  environ¬ 
ment.  Must  possess  a  Bachelor's 
degree  -  Business,  Marketing,  Advertis¬ 
ing  preferred.  The  successful  candi¬ 
dates  will  prove  to  be  extremely 
organized  and  able  to  demonstrate 
initiative  and  a  strong  Work  ethic. 

The  Chicago  Sun-Times  offers  com¬ 
petitive  salaries  and  bonuses,  excellent 
benefits  and  an  environment  that 
encourages  and  rewards,  vision  and 
initiative.  If  you  are  interested  in  join¬ 
ing  the  Chicago  Sun-Times,  send  your 
cover  letter  indicating  the  position  you 
are  interested  in  and  resume  to: 

Eve  Minogue 
Chicago  Sun-Times 
401  N.  Wabash  Avenue,  Suite  315 
Chicago,  IL  606 11 
Fax  (312)  321-2920 
www.suntinies.com 
No  phone  colls,  please 
An  Equol  Opportunity  Employer 

CLASSIFIED  MANAGER 
Experienced  classified  manager  sought 
for  19,000  daily  in  high  grov^ 
market.  Salary,  MBO,  plus  full  benefit 
package  included.  Submit  resume, 
including  salary  history  to  Donna 
McNichol,  The  Island  Packet,  P.O.  Box 
5727,  Hilton  Head  Island,  SC  29938. 


_ ADVERTISING _ 

ADVERTISING  SALES  MANAGER 

The  Omaha  World-Herald,  1226,000 
daily,  280,000  Sunday),  is  seeking  an 
experienced,  results-oriented  sales 
manager  to  lead  up  to  10  sales  pro¬ 
fessionals  in  retail  advertising.  You 
would  join  an  energetic  sales  man¬ 
agement  team  working  in  a  can-do 
environment.  The  Omaha  World- 
Herald  is  employee-owned  with  market 
penetration  which  ranks  among  the 
highest  in  the  nation.  This  position 
offers  a  competitive  salary  and  benefits 
program  for  the  person  who  wants  to 
make  things  happen. 

Send  resume  by  mail  or  fax  to  the 
attention  of  Diana  Condon,  Omaha 
World-Herald,  World-Herald  Square, 
Omaha,  NE  68102. 

Fox:  (402)  346-5209 


ADVERTISING 


_ ADVERTISING _ 

NATIONAL  ADVERTISING 
!  SALES  MANAGER 

We  are  looking  For  a  dynamic  sales 
manager  handling  specific  categories 
of  national  advertisers  and  are  located 
in  Philadelphia's  Best  market.  Appli¬ 
cants  should  have  previous  expe¬ 
rience  in  national  advertising  sales. 
Automotive  and  Telecommunications 
sales  a  plus. 

If  you  believe  in  strategic  planning, 
usage  af  competitive  media  and  sales 
management  software;  and,  the  ability 
I  to  identify  targets  and  design  a  sales 
^  plan  which  ends  in  successful  acquisi¬ 
tions  of  the  account  -  call.  E-mail  or 
write  to  us  immediately. 

We  are  located  in  one  of  the  fastest 
growing  regions  in  the  state  and  in  the 
country's  fourth  largest  market. 

Contact:  Lisa  A.  Szal,  director  of 
Advertising  and  Marketing,  Calkins' 
Greater  Philadelphia  Newspapers, 
84(X)  Rt.  1 3,  Leviltown,  PA  1 9057. 
Iszal@calkinsnewspapers.com 
(215)949-40^2 


ADVERTISING 


Advertising  Director 

National  Sales 

I  A  major  metropolitan  newspaper  ranked  among  the 
I  top  10  in  the  U.S.  is  seeking  a  national  sales  direc- 
i  tor  for  its  dynamic  advertising  department.  We  are 
I  looking  for  a  high  energy,  can-do  professional  with  a 
proven  record  of  revenue  growth.  Major  account 
and/or  national  management  experience  is  required. 

!  Reporting  to  the  Vice  President  of  Advertising,  the 
j  individual  selected  will  display  extraordinary  leader¬ 
ship  skills;  establish,  meet  and  exceed  sales  goals; 

I  motivate  and  train  the  staff.  You  must  be  able  to 
!  recognize  market  opportunities;  work  with  market 
i  research  data;  plan  and  implement  strategies  that 
will  grow  revenue  and  market  share  through  adver- 
I  tising  presentations,  promotions  and  niche  products. 
The  ability  to  thrive  in  a  competitive,  fast  paced  envi¬ 
ronment  is  essential. 

Responsibilities  include  staff  mentoring  and  develop¬ 
ment  at  the  home  office  and  regional  offices, 
increasing  sales/market  share  and  strategic  planning 
and  execution.  You  must  possess  strong  sales 
I  management  skills,  a  proven  record  of  sales  man¬ 
agement  success,  excellent  interpersonal  skills  and 
I  a  willingness  to  travel  as  needed. 

i 

i  We  offer  a  competitive  salary,  bonus,  and  excellent 
benefits.  Please  send  your  cover  letter,  resume 
and  salary  requirements  to: 

Editor  &  Publishe: 

Box  08798 
11  W.  19th  Street 
New  York,  NY  10011 


www.mediainfo.com 


EDITOR  a  PUBLISHER  /  APRIL  3.  1999 
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CLASSIFIED 
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HELP  WANTED 


_ ADVERTISING _ 

ADVERTISING  DIREQOR 

Las  Vegas  Life  Magazine 

Las  Vegas  Life  is  looking  for  an 
aggressive,  smart  sales  leader  wfio  can 
help  give  us  the  kind  of  magazine  our 
amazing  city  can  be  praud  of.  We  are 
the  quality  glossy  magazine  serving 
locals  in  sauthern  Nevada,  and  we 
seek  someone  who's  developed  high- 
end  retail  on  a  national  or  regional 
basis.  In  exchange,  we  offer  com¬ 
petitive  compensation,  great  benefits 
and  a  lifestyle  that's  the  best  in  the  U.S. 
Resume  and  cover  letter  in  confidence 
to  Bruce  Spotleson,  general  manager, 
800  S.  Valley  View  Blvd.,  Las  Vegas, 
NV  891 07.  Fax  to  (702)  952-4043  or 

_ E-moil  to  Bruce@vegos.com _ 

ADVERTISING 

SALESPEOPLE  WANTED 
3-year-old,  Ann  Arbor,  Michigan- 
based  Catholic  newspaper  seeking 
advertising  salespeople,  responsible  for 
securing  new  advertisers.  Advertising/ 
sales  experience,  high  level  of  organi¬ 
zational  skills,  initiative  and  strong 
sense  of  mission  required.  Must  be 
able  to  present  the  Catholic  character 
of  the  publication.  Knowledge  of  Win¬ 
dows  97  helpful.  Base  salary  and  gen¬ 
erous  commission  structure.  Please  sub¬ 
mit  your  resume  to  Credo  Newspapers, 
Attn:  Clare,  P.O.  Box  504,  Ann  Arbor, 
Ml  48 1 06  or  fox  to  (734)  930-31 79. 

DISPLAY  ADVERTISING 
SALES  MANAGER 

Enjoy  the  benefits  of  working  for  the 
best  newspaper  in  Ohio  and  in  one  of 
the  country's  top  growth  markets!  The 
Cincinnati  Enquirer  has  exciting  oppor¬ 
tunities  available  in  sales  management. 
Responsibilities  include  staff  devel¬ 
opment,  increasing  sales/ market  share 
and  strategic  planning  and  execution. 
Candidates  will  have  sales  manage¬ 
ment  experience,  3  years  proven 
media  sales  experience  and  proven 
track  record  of  success  in  competitive 
selling.  College  degree  preferred.  Top 
salary,  commission  and  full  benefits 
package.  Fax  or  E-mail  resume  to  Val 
Mays,  HR  Department 
(513)768-8210  hr@enquirer.com 

PHONE  ROOM  SUPERVISOR 

Colorado  Community  Newspapers,  a 
division  of  Westward  Communications, 
LLC,  is  searching  for  a  Phone  Room 
Supervisor.  This  full-time  working 
supervisor  will  be  responsible  for  a  4 
person  department  in  a  customer  ser¬ 
vice  environment.  Responsibilities 
include  training  and  providing  lead¬ 
ership  to  employees,  organizing  and 
planning  job  tasks  and  projects.  Pre¬ 
vious  reloted  experience  is  required. 
We  offer  a  base  salary  plus  com¬ 
mission  and  bonus,  excellent  benefits 
(health,  dental,  vision,  401  (k)  and 
pleasant  work  atmosphere.  Send 
resume  WITH  SALARY  REQUIRE¬ 
MENTS  to  John  Thomas,  Colorado  Com¬ 
munity  Newspapers,  P.O.  Box  1 270, 
Castle  Rock,  CO  80104  or  (ax  to: 

(303)660-0240 

Position  located  in  Castle  Rock 


_ ADVERTISING _ 

NATIONAL  SALES  EXECUTIVES 

The  Chicago  Sun-Times  is  one  of  the 
nation's  most  authoritative  newspaper 
voices.  A  Pulitzer  prize  winning  news¬ 
paper  that  reaches  1 .7  million  people 
everyday,  makes  the  Chicago  Sun- 
Times  the  most  widely  read  newspaper 
in  the  Chicago  area  in  readership  last 
year  alone.  After  decades  of  editorial 
leadership  and  market  dominance,  the 
Chicago  Sun-Times  has  emerged  as 
one  of  America's  most  successful 
brands.  Now,  as  we  embark  on  a 
major  expansion  due  to  growing 
revenues,  we  seek  highly  successful 
sales  executives  to  join  our  dynamic, 
high  energy  sales  team  in  Los  Angeles. 
The  successful  candidates  will  be 
responsible  for  generating  business  in 
the  National,  Retail  and  Classified 
categories. 

I  Qualified  candidates  must  possess  the 
!  ability  to  sell  in  a  competitive  media 
market  and  have  related  experience 
i  and  proven  success  relevant  to  this  posi- 
[  tion: 

i  Candidates  must  demonstrate  a  suc¬ 
cessful  track  record  in  competitive 
I  media  sales,  have  extensive  Marketing 
j  and  Promotions  knowledge  and 
I  superlative  communication  skills.  The 
j  successful  candidates  must  develop 
1  and  deliver  formal  Marketing  and 
Sales  presentations  that  meet  customer 
needs.  Must  be  able  to  work  with 
Market  Research  data  and  Retail  Sales 
potential  and  possess  a  Bachelor's 
degree  -  Business,  Marketing,  Advertis¬ 
ing  preferred.  Some  travel  and 
overnight  stay  will  be  necessary. 

The  Chicago  Sun-Times  offers  com¬ 
petitive  salaries  and  bonuses,  excellent 
benefits  and  an  environment  that 
encourages  and  rewards  vision  and 
initiative.  If  you  are  interested  in  join¬ 
ing  the  Chicago  Sun-Times,  send  your 
resume  and  salary  history  in  con¬ 
fidence  to: 

Display  Sales  Manager 
Chicago  Sun-Times 
401  N.  Wabash  Avenue,  Suite  315 
Chicago,  IL6061 1 
or  Fax  (312)  321-2920 
No  phone  calls,  please 
An  Equal  Opportunity  Employer 


LOOKING  FOR  COLLEGE  STUDENTS 
AND  RECENT  GRADUATES 
INTERESTED  IN  A  CAREER  IN  THE 
NEWSPAPER  INDUSTRY 
Here's  your  chance  to  advertise  your 
skills  across  the  nation. 

This  May,  Editor  &  Publisher  will  be 
unveiling  a  new  publication  called 
I  “Newspapers  Take  You  Places"  which 
will  serve  os  a  career  guide  for  YOU.  It 
will  include  a  Help  Wanted  section 
featuring  entry-level  jobs,  internships 
and  job  training  programs  and  a 
Positions  Wonteo  section  where  YOU 
can  showcase  your  skills.  For  a  free  copy 
of  this  publication  and  more  information 
contact: 

MICHELE  APPELIO 
(2 12)675-4380  ext.  173 
michelea  @  mediainfo.com 


_ ADVERTISING _ 

REAL  ESTATE 

ADVERTISING  SALES  MANAGER 

The  Chicago  Sun-Times  is  one  of  the 
nation's  most  authoritative  newspaper 
voices.  A  Pulitzer  prize  winning  news¬ 
paper  that  reaches  1 .7  million  people 
everyday,  makes  the  Chicaga  Sun- 
Times  the  most  widely  read  newspaper 
in  the  Chicago  area  in  readership  last 
year  alone.  After  decades  of  editorial 
leadership  and  market  dominance,  the 
Chicago  Sun-Times  has  emerged  as 
one  of  America's  most  successful 
brands.  Now,  as  we  enter  a  new  millen¬ 
nium,  we  seek  an  Advertising  Sales 
Manager  capable  of  developing  our 
real  estate  division. 

The  Chicago  Sun-Times  Sales  Depart¬ 
ment  is  looking  for  an  enthusiastic, 
progressive  and  dedicated  team  leader 
with  exceptional  sales  management 
and  communication  skills  to  join  our 
dynamic  organization.  Drawing  on 
your  leadership  skills,  you  will  be 
responsible  for  growing  revenues  and 
developing  strong  sales  teams. 

Qualified  candidates  will  have  a  suc¬ 
cessful  newspaper  advertising  sales 
background  and  be  extremely  skilled  in 
the  areas  of  sales  management 
practices,  account  planning,  and  busi¬ 
ness  development.  Knowledge  of  the 
Real  Estate  industry,  including  home 
building  and  development,  resale  and 
home  improvement  is  a  definite  asset. 
This  position  also  requires  the  ability  to 
develop  category  and  segment 
strategic  plans,  product  development 
and  budget  management. 

The  Chicago  Sun-Times  offers  com¬ 
petitive  salaries  and  bonuses,  excellent 
benefits  and  an  environment  that 
encourages  and  rewards  vision  and 
initiative.  If  you  are  interested  in  join¬ 
ing  the  Chicago  Sun-Times,  send  your 
cover  letter  and  resume  to: 

Eve  Minogue 
Chicago  Sun-Times 
401  N.  Wabash,  Suite  315 
Chicago,  IL6061 1 
Fax  (3 12)  321-2920 
No  phone  calls,  please 
An  Equal  Opportunity  Employer 


SALES  MANAGER 

Have  you  ever  had  the  opportunity  or 
desire  to  take  over  the  top  spot  in  sales 
management?  Does  your  resume 
indicate  that  you  have  been  successful 
in  rejuvenating  and  building  a  mature 
publishing  business  into  its  next  gener¬ 
ation  of  success? 

We  have  a  very  respectable,  large 
publishing  business  in  need  of  new 
blood  through  sales  management, 
mativation  and  leadership.  Corporate 
culture  is  hands  on,  direct  monagement 
without  rigid  bureaucracy.  Very 
lucrative  offer. 

Send  cover  letter,  resume,  employment 
history  compensation  to  Box  08803, 
Editor  &  Publisher. 


_ ADVERTISING _ 

I  REGIONAL  ADVERTISING  MANAGER 

]  The  Tribune-Star,  in  Terre  Haute,  Indi¬ 
ana  has  an  immediate  opening  for  a 
regional  advertising  manager  to 
oversee  all  advertising  functions  for  the 
newspaper.  The  Tribune  Star  is  a 
36,(XX)  daily  and  45,000  Sunday 
circulation  in  a  nine  county  region. 

Qualified  candidates  should  possess 
leadership  abilities,  able  to  guide  a 
strong  unionized  department  in  an 
electronic  competitive  market.  We  are 
searching  for  someone  who  is 
I  energetic,  has  a  history  of  achieving 
revenue  goals  and  is  able  to  create  a 
positive  atmosphere.  Candidates 
should  be  innovative  and  creative  in 
their  everyday  approach  to  managing 
people  and  products. 

I  Agency,  radio  or  TV  background,  a 
j  strong  plus. 

j  Excellent  starting  salary  and  bonus 
I  potential. 

j 

i  Send  resume  along  with  cover  letter  to: 

I  Mark  Cohen 

j  Vice  President  of  Advertising 
j  Thomson  Indiana 

I  1133  Jackson  Street 

!  Anderson,  IN  460 1 6 


:  RETAIL  ADVERTISING  TEAM  LEADERS 

:  The  Fayetteville  Observer-Times,  a 
I  70,000  daily/84,000  Sunday  news¬ 
paper,  located  in  the  Carolina 
Sandhills,  is  currently  recruiting  for  two 
I  Retail  Advertising  Team  Leaders.  Fayet- 
:  tevilles's  best  of  both  location  offers  the 
I  rapid-growth  and  amenities  of  North 
;  Carolina's  fourth  largest  market  and 
:  close  access  to  Myrtle  Beach,  Raleigh, 

I  Greensboro  and  Wilmington. 

‘  Each  Retail  Team  Leader  will  be 
responsible  (or  supervising,  motivating 
and  training  a  five  person  team.  They 
will  challenge  their  teams  to  meet 
j  revenue  goals  and  develop  new  busi- 
:  ness  in  our  highly  competitive  market, 
j  Other  responsibilities  include  creating 
j  new  sales  promotions  and  coordinatian 
I  of  special  publications. 

^  Our  ideal  candidates  have  at  least 
three  years  media  sales  experience,  a 
proven  record  of  success  meeting 
I  revenue  goals  and  sales  objectives,  is 
i  highly  organized,  has  expertise  with 
I  written  and  oral  presentations  and 
!  possesses  excellent  communication, 

I  negotiating  and  team-building  skills.  A 
I  college  degree  and  previous  newspa- 
I  per  experience  is  preferred. 

I  We  are  a  progressive  company  that 
I  affers  a  competitive  salary  plus  com- 
!  missions,  great  benefits  including 
:  medical  and401  (k)  and  a  dynamic  non- 
■  corporate  environment. 

Please  mail  or  fax  your  resume  and 
cover  letter  including  salary  history  by 
April  16, 1999,  to: 

Titus  L.  Workman 
Retail  Advertising  Manager 
Fayetteville  Observer-Times 
P.O.  Box  849 
Fayetteville,  NC  28302 
Fax:  (910)486-3531 
No  phone  calls,  please 
Equal  Opportunity  Employer 
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HELP  WANTED 

ART/EDITORAL 

EDITORIAL  ARTIST 

1 1 6-year-old  award-winning  newspa¬ 
per  seeking  innovative,  imaginative 
person  to  produce  information  graph¬ 
ics,  illustrations,  maps  and  special  proj¬ 
ects.  Degree  in  Graphic  Design,  profi¬ 
ciency  with  Mac  Platform  and  extensive 
knowledge  of  Freehand  and  Photoshop 
Illustration  skills  required.  Ability  to 
work  on  PC  platforms  a  plus.  This  job 
requires  quick  turn-around  time  and  flex¬ 
ibility  as  well  as  creativity  and  the 
ability  to  work  with  various  news/ 
editorial  groups.  We  offer  salary  com¬ 
mensurate  with  experience,  a  good 
work  environment  and  excellent  bene¬ 
fits.  Send  resume  and  work  samples  to 
Human  Resources,  The  Town  Talk,  P.O. 
Box  7558,  Alexandria,  LA  71306  or 
E-mail  resume  to: 

personnel@thetowntalk.com 

EOE 

Drug  Free  Worplace 

ART/GRAPHICS 

JOIN  US  IN  a  new  era  at  the  Detroit 
Free  Press.  We  seek  a  motivated, 
passionate  and  experienced  deputy 
news  design  director  and  a  news 
designer  to  join  us  in  a  new  era  pre¬ 
senting  compelling  and  innovative  news 
coverage.  The  Free  Press  offers  a  pro¬ 
fessional  atmosphere  geared  toward 
practical  visual  journalism  in  a  highly 
competitive  news  town.  We  are  poised 
to  launch  a  complete  redesign,  the  first 
in  over  a  decade.  Send  replies  to  Joe 
Grimm,  Recruiting  and  Development 
Editor,  Detroit  Free  Press,  6CX)  W.  Fort 
Street,  Detroit,  Ml  48226.  E-mail: 
grimm@freepress.cam  (800)  678-6400 
ext.6490  Fox:  (313)  222-5981 _ 

VISUAL  JOURNAUST 

PAGE  DESIGNER 

Knight  Ridder/Tribune  Special  Sections 
seeks  an  innovative  Page  Designer  to 
design  and  edit  paginated  pages  for 
newspapers  for  worldwide  distribution 
on  the  Web.  Requirements:  Proficiency 
in  Macintosh  pagination  software, 
especially  QuarkXPress,  Freehand, 
Illustrator  and  Photoshop.  Newspaper 
editing  and  design  experience.  Degree 
in  design  with  a  strong  journalism  back¬ 
ground.  Online  skills  a  plus.  Com¬ 
petitive  salary  and  attractive  benefits 
package.  Send  resume,  cover  letter 
and  clips  to  PAGE  DESIGNER,  KRT 
Special  Sections,  790  National  Press 
Building,  Washington,  DC  20045. 

Or  E-mail  to  jmcdonnell@krtinfo.com 
EOE 

CIRCULATION 

ADVANCEMENT 

See  how  far  your  newspaper  career 
can  go  with  Boone  Newspapers,  Inc. 
See  the  JOBS  page  at  our  web  site: 
www.boonenewspapers.com 


i _ CIRCULATION _ 

ASSISTANT  CIRCULATION  DIREQOR 

The  Bucks  County  Courier  Times 
(70,000  AM),  Levittown,  PA,  is  seeking 
a  qualified  candidate  to  drive  home 
delivery  sales  and  continue  our  record 
of  excellent  service.  This  is  the  number 
two  position  in  the  department, 
responsible  for  4  circulation  managers, 
30  district  managers  and  over  1 ,000 


The  ideal  candidate  will  have  circula¬ 
tion  management  experience,  pref¬ 
erably  in  a  competitive  market, 
excellent  people  skills,  and  a  successful 
record  as  a  motivator  and  creative 
thinker. 

Send  resume  and  cover  letter,  includ¬ 
ing  salary  requirements.  Briefly  explain 
how  you  would  motivate  staff  to 
achieve  aggressive  sales  goals.  Your 
inquiry  will  be  kept  confidential: 

George  W.  Stevenson 
Circulation  Director 
Bucks  County  Courier  Times 
8400  Route  1 3 
Levittown,  PA  1 9067 
Fax:  (215)  269-3305 _ 

CIRCULATION  MANAGER 

The  Monroe  Times,  a  family  owned 
daily  newspaper  located  in 
Southwestern  Wisconsin,  is  seeking  an 
aggressive,  take  charge  person  to  lead 
our  efforts  in  implementing  home 
delivery  circulation  growth  while  main¬ 
taining  excellent  service  to  our  current 
customer  base.  The  person  we  want 
should  have  strong  communication, 
sales,  and  promotional  skills,  be  capa¬ 
ble  of  providing  leadership  by  example 
and  have  the  ability  to  do  what  is  takes 
j  to  help  our  company  grow. 

Experience  in  all  phases  of  circulation 
management  is  desired.  This  is  a 
hands-on  position  that  oversees  all 
aspects  of  our  circulation  department 
including  our  daily  newspaper,  TMC, 
and  mail  room  operations. 

We  offer  a  competitive  salary  and 
bonus  program  with  excellent  benefits 
including  major  medical,  dental, 
401  (k)  and  profit  sharing.  Send 
resume,  including  compensation  his¬ 
tory  to: 

Monroe  Publishing,  LLC 
P.O.  Box  230 
Monroe,  Wl  53566 
Attn:  Carl  C.  Hearing,  Publisher 

TAKE  CHARGE  DISTRia  MANAGER 
The  Montgomery  (AL)  Advertiser, 
(A  Gannett  Newspaper)  is  currently 
seeking  district  managers  suc¬ 
cessful  at  recruiting,  training,  contract¬ 
ing  and  providing  superior  service. 
Entry  level  salary  plus  bonus  of  30K 
and  benefit  package.  Please  submit 
your  resume  and  salary  history  to  (no 
calls  or  faxes)  Montgomery  Advertiser, 
Circulation  Director,  P.O.  Box  1000, 
Montgomery,  AL  36 1 0 1  - 1 000. 


Classified  Advertisers:  If  you  don't  see  a  category 
that  fits  your  needs,  please  call  us  at  (212)  675-4380  ext.  170 


_ CIRCULATION _ 

NEWSPAPER  IN  EDUCATION 
MARKETING  MANAGER 

The  Boston  Herald  is  seeking  an  EXPE¬ 
RIENCED  NIE/Marketing  Manager  to 
run  our  established  NIE  Department. 
Responsibilities  include  developing  cur¬ 
riculum  materials  and  sales  pres¬ 
entations  to  potential  corporate 
sponsors.  Strong  written  and  oral  skills 
are  a  must.  The  ideal  candidate  will 
have  a  proven  track  record,  be 
innovative  and  aggressive.  A  back¬ 
ground  in  sponsorships  and  fundrais¬ 
ing  is  desired. 

We  offer  an  excellent  salary,  bonus 
and  benefits  package. 

Send  or  fax  resume  and  cover  letter  to: 
John  J.  Hoarty 
Vice  President/Circulation 
Boston  Herald 
1  Herald  Square 
Boston,  MA  02106 
Fox:  (617)482-3507 


43,000  AM  DAILY  seeks  copy  editor/ 
page  designer.  QuarkXPress  experi¬ 
ence  required.  Bruce  Smith,  news 
editor,  1 301  Lamar,  Wichita  Falls,  TX 
76301 .  smithb@wtr.com 

ADVANCEMENT 

See  how  far  your  newspaper  career 
can  go  with  Boone  Newspapers,  Inc. 
See  the  JOBS  page  at  our  web  site: 
www.boonenewspapers.com 

ASSIGNING  EDITORS 

The  News  &  Observer  is  looking  for 
assigning  editors  who  are  wordsmiths 
and  good  managers  and  who  want  to 
get  better  at  both.  These  editors  will 
help  shape  coverage  for  a  1 65,000  dai¬ 
ly/205,000  Sunday  newspaper  that  cov¬ 
ers  North  Carolina's  fast-growing 
Triangle  region.  Largely  because  of 
that  growth,  we're  reassessing  how  we 
cover  our  region  and  expect  to  make 
changes  aimed  at  doing  an  even  better 
job.  One  result  will  be  a  need  for  solid 
assigning  editors.  The  editors  will 
supervise  about  5  reporters,  helping 
them  find  the  best  stories  from  the 
region  and  helping  them  find  the  best 
ways  to  write  them.  We're  looking  for 
editors  with  energy,  curiosity,  respect 
for  the  language  and  a  commitment  to 
help  those  they  supervise  grow  and 
develop. 

Send  resumes  and  samples  of  >Mork  to: 
Melanie  Sill 
Managing  Editor 
The  News  &  Observer 
P.O.  Box  191 
Raleigh,  NC  27602 

ASSISTANT  CITY  EDITOR:  New  posi¬ 
tion  in  busy  newsroom  of  a  good  little 
AM  paper.  You'll  have  at  least  two 
years  in  the  craft  and  be  especially 
strong  with  features  and  photos,  and 
like  the  give  and  take  of  city  editing. 
Layout  experience  would  be  icing. 
We'll  consider  reporters  who  wont  to 
move  up.  Cover  letter,  resume,  any¬ 
thing  else  you  think  we  need  to  see  to 
Judy  Brill,  The  Union,  1 1 464  Sutton 
Way,  Grass  Valley,  CA  95945,  or  E- 
mail  to  judyb@theunion.com 


ASSISTANT  CITY  EDITOR 
Join  a  dynamic  Metro  Team  at  The 
Arizona  Daily  Star,  a  Pulitzer-owned 
100,000  AM  in  Tucson,  AZ.  We  are 
looking  for  an  ACE  who  has  editing 
experience  at  a  metropolitan  daily,  in 
addition  the  a  strong  reporting  bock- 
ground.  Candidates  must  have  excellent 
word  editing  skills,  experience  oversee¬ 
ing  investigative  projects  and  expertise 
coordinating  breaking  news  coverage. 
Spanish  speaking  a  plus.  Include  hve 
examples  of  your  editing  and  five  writ¬ 
ing  samples.  Please  respond  by  April 
16  to  The  Arizona  Daily  Star,  Attn. 
Ann-Eve  Pedersen,  4850  S.  Park  Ave¬ 
nue,  Tucson,  AZ  85714. 

ASSISTANT  EDITOR 

Adirondack  Explorer  seeks  seasoned 
pro  with  strong  reporting/editing 
experience.  This  fast-growing  monthly 
tabloid  covers  the  East's  great  wilder¬ 
ness  park.  Outstanding  opportunity  for 
growth  and  advancement.  Write  Dick 
Beamish,  36  Church  Street,  Saranac 
Lake,  NY  12983. _ 

ASSISTANT  EDITOR:  Bachelor's 
degree  in  English,  Spanish,  or  Liberal 
Arts  and  4  years  of  professional  edit¬ 
ing,  required.  Duties  include:  editing 
publications  that  are  in  English  and 
Spanish.  Books  and  papers  to  be 
edited  are  written  skills,  required.  Send 
cover  letter,  resume,  two  work 
references,  and  two  samples  of  mark¬ 
ups  and  final  publications  to  Director 
of  Finance,  North-South  Center,  Uni¬ 
versity  of  Miami,  1500  Monza  Ave¬ 
nue,  Coral  Gables,  FL  33146. 

ASSISTANT  LOCAL  EDITOR  for  the 
Pacific  Daily  News,  a  24,000  circula¬ 
tion  Gannett  paper  in  the  U.S.  territory 
of  Guam.  One  of  two  assistant  local 
editors  to  plan  coverage  and  coach 
bright,  enthusiastic,  but  mostly  inex¬ 
perienced  reporters.  Need  desire  to 
live  in  culturally  diverse  area.  Adven¬ 
turous  spirit  helpful;  solid  skills  and 
daily  newspaper  experience  required. 
Contact  managing  raitor  Linda  Green 
at  lgreen@pdnguam.com  or  priority  mail 
at  P.O.  Box  DN  Hagatna,  Guam 
96932. 


I  BUREAU  CHIEF/EDITOR:  Northwest 
Indiana's  leading  newspaper  is  seek¬ 
ing  a  leader  with  people,  coaching 
and  editing  skills  who  wants  to  work  in 
a  competitive  news  environment.  You 
will  oversee  a  10-person  bureau  based 
in  Valparaiso,  IN  and  be  an  integral 
part  of  the  Post-Tribune's  management 
team.  Our  aggressive  employee  bene- 
j  fits  package  includes  401  (k),  medical 
insurance,  vacation  and  a  competitive 
I  salary.  Send  resume  to  Stephen  Snel- 

?rove,  managing  editor.  The  Post- 
ribune,  1065  Broadway,  Gary,  IN 
46402.  Fox  (21 9)  881-3234. 

Phone  (21 9)  881-2617 _ 

BUSINESS  REPORTER 
The  best  business  beat  in  Washington, 
D.C.  is  now  oN-ailable.  Reporter  needed 
to  cover  technology,  the  Washington 
area's  fastest-growing  industry,  for 
Washington  Business  Journal,  the 
area's  leading  source  of  local  business 
news.  We're  looking  for  an  experi¬ 
enced  business  reporter  who  thrives  on 
beating  the  competition,  and  can 
develop  source  relationships  with 
CEOs  and  analysts.  Send  resume,  clips 
to  Kent  Hoover,  editor,  Washington 
Business  Journal,  1 555  Wilson  Boule¬ 
vard,  Suite  400,  Arlington,  VA  22209. 
E-mail  khoover@anKity.com 
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_ EDITORIAL _ 

BUSINESS  WRITER:  Progressive  paper 
seeks  business  writer  with  three  or  more 
years  experience  writing  business 
news.  Jab  would  require  general 
assignment,  some  coverage  af  finance, 
tourism  and  transportatian.  Creativity 
highly  valued.  Journalism  degree 
required.  Send  resume,  references  and 
clips  by  April  26  to  Business  Editor, 
The  Gazette,  P.O.  Box  1 779,  Colorado 
Springs,  CO  80901 . 

CITY  EDITOR  -  Editorially  oriented  in 
picturesque  Pacific  Northwest  locale 
seeks  leader  with  pleasant  personality 
to  be  on  top  of  all  local  news  and 
motivate  team  of  seven  reporters.  Min¬ 
imum  five  years  daily  experience 
required,  including  stint  as  an  editor. 
Salary  in  mid-$30s.  Send  letter  and 
qualifications  to  Box  08794,  Editor  & 
Publisher.  Inquiries  may  be  made  in  con¬ 
fidence  to  cityedjob99^ahoo.com 

COMMUNITY  NEWS  EDITOR 

The  Virginian-Pilot  (200,000  circula¬ 
tion)  is  seeking  an  energetic  editor  to 
oversee  community  news  coverage  in 
Norfolk  and  Portsmauth.  The  primary 
duties  are  planning,  editing  and  laying 
out  the  Norfolk  Compass  and  the 
Portsmouth  Currents,  community  news 
sections.  The  community  news  editor  is 
responsible  for  generating  ideas, 
assigning  and  editing  stories  and 
photos,  and  designing  pages.  The  suc¬ 
cessful  condidate  will  work  closely  with 
the  Portsmouth/Norfolk  City  Editor. 
Send  resume  to  Bryon  Black, 
Portsmouth/Narfolk  city  editor.  The 
Virginian-Pilot,  150  West  Brambleton 
Avenue,  Norfolk,  VA  23510  or 

E-mail  usatlandmark@isearch.com 

COPY  EDITOR  -  Community  minded 
leader  with  strong  organizational  and 
editing  skills  for  10,000  daily  in  sunny 
Central  California.  Paginating,  copy 
editing  and  writing  skills  needed.  Posi¬ 
tion  could  lead  to  other  career  oppor¬ 
tunities  in  our  growing  chain  of  weekly 
and  daily  papers.  Fax  resume  to 
(408)761-7324 

COPY  EDITOR  SOUGHT 
Award-winning  Eastern  North  Caro¬ 
lina  newspaper  seeks  copy  editor  to 
work  with  reporters,  lay  aut  pages. 
Circulation:  14,500;  owned  by  Cox 
Newspapers.  Competitive  salary,  bene¬ 
fits  in  brand-new  office  facility.  Prev¬ 
ious  experience  at  college  newspaper 
or  other  required.  Plenty  of  opportunity 
for  advancement.  Send  resume  and 
clips  to  Jeff  Herrin,  editor.  Rocky  Mount 
Telegram,  P.O.  Box  1080,  Rocky 
Mount,  NC  27802. 

COPY  EDITOR/DESIGNER  needed  for 
37,000  upstate  New  Yark  daily  with 
outstanding  quality  of  life.  Pagination 
experience  a  must  and  QuarkXPress 
experience  especially  helpful.  We  are 
an  award-winning  newspaper  that  is 
on  the  move.  Please  send  resume, 
page  layouts  to  Ken  Tingley,  managing 
editor.  The  Post-Star,  P.O.  Box  2157, 
Glens  Falls,  NY  12801. 


j _ EDITORIAL _ 

COPY  EDITOR/PAGE  DESIGNER 
The  News-Journal  in  Daytona  beach 
seeks  a  Copy  Editor/Page  Designer 
who  loves  local  news  and  sports, 
understands  modular  page  design  con¬ 
cepts  and  creates  attractive  pages  on 
tight  deadlines.  We  are  fully 
paginated,  using  a  Harris  Newsmaker 
system  and  Microsoft  Word.  Mac 
experience  helpful,  especially 
Photoshop  and  QuarkXPress.  Ideal 
candidates  will  have  two  or  more  years 
experience  on  a  daily  newspaper  copy 
or  design  desk  and  strong  page  design 
and  graphics  skills.  Send  resume  and 
samples  to  Den  Lindley,  managing  j 
editor.  The  News-Journal,  P.O.  Box  i 
2831,  Daytona  Beach,  FL  32120-  j 
2831.  ! 


COPY  EDITOR/PAGE  DESIGNER 
The  Maryland  Gazette,  36,000 
semiweekly  paper  just  minutes  from 
Baltimore,  has  an  opening  for  a  copy 
editor/page  designer.  Chance  for  pro¬ 
motion  to  daily  in  same  company. 
Resumes  to  Boo  Mosier,  306  Crain 
Highway  SW,  Glen  Burnie,  MD 
21061. 


COPYEDITOR 

Newspaper  seeks  versatile  professional 
for  busy  nightside  copy  desk.  Minimum 
qualifications:  superior  editing  skills, 
the  ability  to  meet  deadlines,  layout 
and  makeup  ability.  Candidate  with 
pagination  and/or  Mac  graphics  skills 
are  especially  welcome 
The  job  includes  late  work  under 
deadline  pressure.  Two  years  of  daily 
newspaper  desk  experience  essential; 
prior  reporting  experience  preferred. 

Send  resume  to: 

UNION  LEADER  CORPORATION 
Attn:  Human  Resources 
P.O.  Box  9555 

Manchester,  NH  03108-9555 
Fox:  (603)  668-8920 
i  E-mail  TheUL@aol.com 


COPY  EDITORS/DESIGNERS 

The  Seattle  Times  seeks  strong  copy¬ 
editing  and  design  candidates  for  desk 
positions.  Applicants  must  have 
excellent  word-editing  and  headline¬ 
writing  skills,  os  demonstrated  on  edit¬ 
ing  test.  We  seek  designers  with  a  flair 
for  attractive  designs  and  the 
sophisticated  use  of  photos,  fonts  and 
graphic  elements.  Pagination  a  plus. 
College  degree  plus  five  years  or 
equivalent  of  editing  or  layout  experi¬ 
ence  on  a  major  daily  newspaper 
required.  To  apply  send  cover  letter, 
resume  and  work  samples  to  Karen 
Cater,  chief  copy  desks.  The  Seattle 
Times,  P.O.  Box  70,  Seattle,  WA 
981 1 1 .  No  calls,  please.  Only  finalists 
will  be  contacted. 


COPYEDITOR 

The  Morning  Call  in  Allentown,  PA,  is 
looking  for  a  copy  editor.  The  suc¬ 
cessful  candidate  will  have  excellent 
grammar,  spelling  and  editing  skills 
and  write  bright,  accurate  headlines. 
Layout  experience  helpful.  Send 
resume  and  headline  samples  to  Diane 
A.  Stanczak,  news  editor.  The  Morning 
Call,  101  N.  6th  Street,  P.O.  Box 
1260,  Allentown,  PA  18105-1260. 


_ EDITORIAL _ 

COPYEDITOR 

The  Newport  Daily  News  seeks  a  copy 
editor  with  strong  page  design  skills. 
We're  looking  for  someone  to  improve 
local  and  wire  copy,  write  sparkling 
headlines,  design  section  fronts  and 
inside  poges  and  knaw  or  be  prepared 
to  learn  how  to  handle  the  slot.  Pagina¬ 
tion  experience  and  knowledge  of 
QuarkXPress  helpful.  Prafessional 
experience  a  plus  but  will  also  consider 
new  grads  with  strong  campus  news¬ 
paper  and  internship  credentials.  We 
have  been  honored  as  the  best  small 
newspaper  in  New  England  and  intend 
i  ta  get  even  better.  Tell  us  about 
yourself  and  send  a  few  samples  of 
your  best  designed  news  and  feature 
pages  to  Harvey  Peters,  news  editor. 
The  Newport  Daily  News,  101 
Malbone  Road,  Newport,  Rl  02840. 

No  phone  calls,  please 

COPY  EDITOR 

The  Scranton  Times  &  Tribune,  the 
leader  in  Nartheastern  Pennsylvania, 
offering  excellent  pay,  benefits  and 
lifestyle,  has  an  immediate  opening  for 
a  copy  editor.  We  need  someone  with 
1  -2  years  experience  who  is  proficient 
at  page  design  and  paginatian  and 
doesn't  mind  working  nights.  Fax  your 
resume  and  cover  letter  today  to  M.E. 
Bob  Burke  at  (570)  348-91 35,  or 
E-mail  us  at  newsroom@icintech.com 
The  deadline  is  Monday,  April  1 2. 

_ No  phone  calls,  please _ 

EDITOR  &  PUBLISHER  classified 
advertising  has  a  special  help  wanted 
section  for  entry  level  and  early  expe¬ 
rience  job  seekers  in  the  newspaper 
industry. 

May  1  and  Nov  6,  1999-both  in  print 
and  on  our  website.  Advertisers  reach 
students  at  colleges  and  universities 
with  journalism,  business  and  pub¬ 
lishing  programs.  Jobseekers  find  help 
wanted  ads,  how-to-tips,  internships, 
inspiration  and  more! 

CONTAQ  HAZEL  PREUSS 
(212)  675-4380  Ext  171 
hazetp@  mediainfo.com 

EDITOR-IN-CHIEF  for  Idaho's  best 
weekly  in  Sun  Valley  resort  area.  Look¬ 
ing  for  a  newsroom  leader  dedicated 
to  the  best  in  journalism  with  the  skills 
and  experience  to  make  it  happen  in  a 
competitive  market.  Should  enjoy  work¬ 
ing  with  early-career  journalists.  Duties 
include  seasonal  weekend  edition  and 
twice-yearly  resort  magazine.  Com¬ 
petitive  salary  and  benefits,  plus  great 
mountain  living.  Submit  resume,  writ¬ 
ing  samples  and  references  to  Pam 
Morris,  publisher,  Idaho  Mountain 
Express,  P.O.  Box  1013,  Ketchum,  ID 
83340  or  by  E-mail: 

express@micron .  net 

EDITOR/REPORTERS:  Budapest  Busi¬ 
ness  Jaurnal,  an  English-language 
weekly  covering  emerging  market  in 
great  European  city.  Editar  needs  judg¬ 
ment,  business  knowledge,  coaching 
skill  to  lead  15-person  staff.  Reporter 
must  have  experience,  business  a  plus. 
Letter/ resume  to  Chris  Murphy 
murphy@bbj.hu  Fax  (011)  36-1-374- 
3345.  Clips  to  Szent  Istvan  krt  11, 
Budapest,  Hungary  H- 1 055. 


I _ EDITORIAL _ 

EDITOR-IN-CHIEF 

Qualified  Remodeler  Magazine,  the 
largest  trade  publication  in  the  Shelter 
Industry  has  an  opportunity  for  a 
dynamic  Editor-in-Chief.  Qualified  j 

Remodeler  is  one  of  the  many  premier  I 

business-to-business  trade  magazines 
published  by  Cygnus  Publishing. 

As  leader  af  the  editorial  team,  this 
individual  will  provide  editorial  direc¬ 
tion  and  visian  for  the  monthly  pub¬ 
lication  serving  the  management  needs  j 

of  small  businesses  in  the  construction  | 

industry.  Write/edit  articles,  create  j 

story  ideas,  assist  in  development  of  j 

the  editorial  plan,  establish  a  presence  | 

in  the  industry  and  supervise  the  ] 

editorial  team.  j 

Qualified  candidates  need  a  j 

Bachelor's  degree  in  journalism,  com-  i 

munications,  proficiency  in  desktop  t 

j  publishing  and  7  years  applicable  | 

I  experience.  Business  writing  experi-  I 

ence  is  essential.  Familiarity  with  con-  I 

struction,  remodeling  and  building  i 

industry  ^sirable.  Travel  20-30%.  j 

In  return,  we  offer  a  competitive  salary  j 
and  catrolete  benefit  package  includ-  ; 
ing  health,  life,  short  and  long-term  dis-  i 
ability  coverage  and  401  (k).  For  con-  j 
sideration,  send  cover  letter,  five  writ-  j 
ing  samples,  resume  and  salary  history  ; 

to: 

I 

I  Cygnus  Publishing 

I  c/ o  Human  Resources  Manager 

1 233  Janesville  Avenue 
j  Fort  Atkinson,  Wl  53538 

!  Telephone  (800)  547-7377  x742 

Fax  (920)  568-3784 
EQE 

EDITOR:  Intertec  Publishing  Corpora¬ 
tion,  a  business  magazine  publisher  of 
Fortune  1000  division  is  seeking  a  top 
editor  to  lead  a  great  team.  Responsi¬ 
ble  for  all  magazine  phases:  supervis¬ 
ing  editorial  direction,  staff  and 
deadlines;  magazine  production;  serv¬ 
ing  as  art  direction  liaison.  Requires 
strong  writing,  planning  and  editing 
skills  and  experience  in  managing  o 
staff.  Prefer  some  news  or  financial 
background.  Minimum  7  years  experi¬ 
ence  in  editorial  (3  os  top  level  editor). 
Requires  B.A.  in  Journalism,  English  or 
related  field.  Knowledge  of  Spanish  is 
helpful.  Excellent  compensation  and 
benefits  package  offered.  To  apply 
your  talents,  send  cover  letter,  resume, 
clips  and  salary  requirements  to 
Human  Resources  Manoger-EP/Editor, 
Miramar  Communications,  Inc.  (A  = 

Division  of  Intertec  Publishing,  A  | 

PRIMEDIA  Company),  P.O.  Box  8987,  j 

Malibu,  CA  90265-8987.  . 

www.miramar.com 
Fox:  (310)317-0072 _ EQE 

EDITOR 

Statewide,  business  weekly  newspaper 
seeks  editor.  Reporting,  editing  and 
management  experience  requirecT  Busi¬ 
ness  background  helpful.  Opportunity 
for  right  person  to  grow  newspaper 
and  ancillary  products.  Looking  for 
creative  thinker,  with  leadership 
qualities.  Send  resume,  clips  and 
salary  requirements  to  Rick  Homans, 
publisher.  New  Mexico  Business 
Weekly,  P.O.  Box  928,  Albuquerque, 
NM87103. 
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_ EDITORIAL _ 

ENERGETIC  REPORTER  for  police  beat 
sought  for  22,000-circulation  doily  in 
Northern  California.  Western  candi¬ 
dates  preferred.  Daily  reporting  or 
weekly  editing  experience  necessary. 
Some  night  and  weekend  work 
required.  Send  cover  letter,  resume 
and  clips,  including  examples  of 
enterprise  work,  to  City  Editor  Jerry 
Fingal,  Appeal-Democrat,  1530  Ellis 
Lake  Drive,  Marysville,  CA  95901 . 

EXECUTIVE  EDITOR 

A  42,000  circulation  award-winning 
daily  seeks  Executive  Editor  to  lead  60- 
person  news  staff  in  historic  St.  Joseph, 
Missouri.  Must  possess  exceptional 
leadership  and  coaching  skills  as  well 
as  hard-hitting  news  judgment.  Will  be 
key  player  on  management  team  as  we 
pursue  our  quality  initiative.  Com¬ 
petitive  salary  plus  incentive  and  good 
benefits  including  401  (k).  Send  resume 
to  Betsy  Lentz,  human  resources 
director,  St.  Joseph  News-Press,  P.O. 
Box  29,  St.  Joseph,  MO  64502,  Fax 
(816)  271-8591. 

FAST  COMPANY  A4AGAZINE  seeks  a 
copy  editor  who  will  assist  in  the  mag¬ 
azine's  quality-control  efforts.  This  full¬ 
time,  in-house  position  will  involve  the 
following: 

•Edit  copy  for  grammar,  usage, 
punctuation,  clarity,  consistency  and 
conformity  to  house  style. 

•Work  with  editors  and  fact  checkers 
to  incorporate  corrections  into  copy 
ond  to  track  corrections  through  the 
production  process. 

•Read  and  correct  galleys  and  page 
proofs,  with  an  eye  not  only  to  spelling, 
grammar,  and  so  on,  but  also  to 
design  and  typography. 

•Take  port  in  maintaining,  updating, 
and  ensuring  adherence  to  the  maga¬ 
zine's  style  guide. 

The  ideal  candidate  will  have  experi¬ 
ence  as  a  copy  editor.  (Experience  in 
copy  editing  material  aimed  at  a  gen¬ 
eral  audience  is  preferred.)  He  or  she 
will  display  an  obsession  with  detail,  a 
hands-on  attitude,  and  an  eagerness  to 
adapt  to  the  magazine's  fast-paced 
editorial  culture.  The  salary  will  be  com¬ 
mensurate  with  experience. 

All  applicants  will  be  asked  to  take  a 
copy-editing  test,  and  some  applicants 
will  be  asked  to  work  on-site  on  a 
paid,  freelance  basis.  Direct  inquiries 
and  applications  (in  the  form  of  a 
resume  and  a  cover  letter)  to: 

LizZock 
Fast  Company 
77  North  Washington  Street 

Boston,  MA  02 114-1927 

(61 7)  973-0373  fax 

lzack@fastcompany.com 

(No  phone  calls,  please) 


'  FREELANCE  WRITERS  WANTED 
Nonprofit  agency  seeks  former  or  cur¬ 
rent  journalists  to  write  funding/grant 
proposals.  Southern  CA  only.  Call 
Adele  Banner  (562)  987-5722 

GOING  TO  ASNE  Diversity  Commit¬ 
tee/Unity  Jab  Fair  in  San  Francisco? 
Then  please  stop  by  and  see  us  at  The 
Orange  County  Register  booth  at  the 
Fairmont  Hotel  Friday,  April  16.  We 
are  looking  (or  talented  people  (or  o 
variety  of  positions.  See  you  there.  Con¬ 
tact  Ron  Gonzales  (71 4)  704-3789. 

HAVE  EXPERIENCE  in  pagination?  Are 
you  also  willing  to  write  sports  and 
earn  yaur  experience?  If  so  contact 
Doug  Drexler,  The  Daily  Advocate, 
P.O.  Box  220,  Greenville,  OH  45331 . 

INDEPENDENT,  lay-run,  conservative 
Catholic  newspaper  seeks  experienced 
i  reporter.  Salary  negotiable,  depending 
I  on  experience.  Send  resume  and  letter 
of  intent  to  Credo,  P.O.  Box  504,  Ann 
Arbor,  Ml  48106  or  Fax  to  (734)  930- 
3179,  Attn:  Clare. 

KENTUCKY  CONNEa,  the  on-line 
service  of  the  Lexington  (KY)  Herald- 
Leader,  has  two  openings  for  pro- 
ducers/web  editors.  Kentucky  Connect 
is  Kentucky's  most-viewed  web  site  and 
ranks  among  the  top-viewed  Knight 
Ridder  sites  each  month.  Seek  persons 
with  strong  journalistic  backgrounds  to 
manage  an-line  channels.  Respansible 
I  for  selection  of  material  from  wires, 

I  local  newspaper  and  partner  content 
I  plus  some  original  reporting.  We  do 
i  multimedia  so  video  background  (edit- 
)  ing  and  shoating)  is  a  plus  as  well  as 
!  the  usual  HTML  and  design  skills.  Good 
I  pay  and  benefits,  excellent  facility  and 
opportunity  to  show  off  your  abilities 
Send  resume  as  text  within  a  message 
(not  as  an  attachment)  and  a  list  of 
your  four  favorite  web  sites  ond  why 
you  like  them  to  David  Reed,  Kentucky 
Connect  editor,  dreed@lex.infi.net 
EOEM/F 

LOCAL  NEWS  EDITOR  -  a  great 
I  chance  (or  a  news  junkie  to  thrive  in  an 
I  exciting  region.  Need  a  keen  sense  of 
I  news  and  ability  to  coach  and  inspire, 
j  Reporting  experience  essential. 
Spanish  a  plus.  Send  resume,  samples 
of  work  and  references  to  John 
Lechliter,  managing  editor.  Garden 
City  Telegram,  P.O.  Box  958,  Garden 
City,  KS  67846. 

MAJOR  HEALTH  MAGAZINE  with 
Web  news  service  seeks  editors, 
reporters,  producers.  Fax/E-mail 
resume/clipsto: 

tdunkle@rx.remecly.com 
i  _ or  (203)  341-7070 _ 

j  MANAGING  EDITOR  WANTED 
I  Responsible  for  all  aspects  of  daily  cov- 
j  erage  for  Kodiak  Island.  Editing  and 
I  layout  of  doily  newspaper  plus  special 
I  editions.  Must  hove  daily  newspaper 
j  experience  or  weekly  editor  experi¬ 
ence.  In  addition,  must  have  good 
managerial  skills  and  work  well  with 
staff.  Contact  Asa  Cole,  publisher, 
1419  Selig  Street,  Kodiak,  Alaska 
996 15  or: 

(907)  486-3227  or  E-mail 
kodiak@newsminer.com 


MANAGING  EDITOR 
Experienced  journalist  needed  to  take 
over  the  reins  of  veteran  news  depart¬ 
ment  in  Northern  Oklahoma.  After¬ 
noon  daily.  Experience  with  Macin¬ 
tosh,  QuarkXPress,  Photoshop  and 
Boseview  helpful.  Strong  editing  and 
management  skills  essential.  Com¬ 
petitive  salary,  good  benefits  package, 
work  with  excellent  equipment  on 
progressive  newspaper.  Cover,  resume 
and  references  to  Tom  Muchmore,  The 
Ponca  City  News,  P.O.  Box  191, 
Ponca  City,  OK  74602. 

www.poncacilynews.com 

MANAGING  EDITOR  wanted  ta  lead 
one  of  the  Southeast's  premier  news 
operations.  We're  the  Daily  Report  in 
Atlanta,  a  109-year-ald  newspaper 
devoted  to  uncompromising  coverage 
of  the  justice  system  and  business  of 
law.  We  pravide  smart  journalism  for 
a  sophisticated  readership — hard  news, 
I  but  with  wit  and  style.  Our  stories  set 
j  the  standard,  make  a  difference.  One 
j  established  the  landmark  for  Georgia's 
I  reporter  shield  law.  We're  looking  for 
a  savvy  news  professional  ta  lead  our 
talented  team  of  journalists,  deepen 
our  coverage,  expand  it  into  new 
j  areas,  help  us  launch  a  new  pub- 
I  lication.  Duties  span  from  long-range 
[  planning  to  hands-on,  day-to-day 
I  assigning,  editing  and  production. 

I  Background  in  business  journalism  pre- 
i  (erred,  not  required.  We  offer  com- 
I  petitive  salary,  unbeatable  benefits, 

I  true  professional  fulfillment  in  a 
!  dynamic  city.  Send  resume  to  Daily 
Report,  Box  353,  190  Pryor  Street, 
SW,  Atlanta  30303,  fax  (404)  523- 
5924,  rgardnnn@counsel.com 

I  MANAGING  EDITOR 

The  European  and  Pacific  Stars  and 
Stripes  newspaper  (circulation  60,000) 
is  seeking  a  Managing  Editor  for  the 
Pacific  regional  office  located  in  Tokyo, 

X'  '  n.  Stars  and  Stripes  is  an 
irially  independent  Department  of 
Defense  newspaper  serving  the  U.S. 

!  military  community  in  Europe  and 
I  Asia, 
i 

I  The  Pacific  ME  oversees  the  editorial 
^  newsgathering  operation  in  Japan, 
j  Korea  and  elsewhere  on  the  Pacific 
Rim,  representing  the  newspaper 
I  readers  and  military  commanders  in 
I  the  circulation  area. 

i  QUALIFICATION  REQUIREMENTS: 
Experience  supervising  editors  and 
reporters  producing  a  daily  newspa¬ 
per.  Experience  with  the  legal  and 
financial  environment  in  which  a 
newspaper  operates.  Demonstrated 
ability  to  develop  short  ond  long  range 
j  news  and  operational  plans.  Proven 
I  track  record  as  a  journalist  and 
newsroom  manager.  Demonstrated 
judgment  and  discretion  in  the  devel¬ 
opment  of  news.  Preferred  candidates 
will  have  experience  supervising  a  full 
newsroom  or  multiple  editorial 
departments  of  a  daily  newspaper. 

Submit  resume  and  three  work  samples 
ta  the  Pacific  Stars  and  Stripes  Person¬ 
nel  Qffice  via  mail  at  PSS-CPO,  Unit 
45002,  APO  AP  96337-5002. 

Fax  at  (0 1 1  -8 1 3)  3403-5493  or 
E-mail  in  ASCII  text  or  MSWord  format 
!  ta  jobs-pss@stripes.osd.mil 


_ EDITORIAL _ 

[  ME  WITH  THE  RIGHT  STUFF 

Are  you  able  to  inspire  o  newsroom? 
Do  you  have  a  hard  news  edge?  Do 
you  have  the  ability  to  turn  your 
personal  energy  into  high-energy 
i  headlines?  Do  you  hove  the  strength  to 
carry  the  torch  for  a  paper  that  has 
redesigned  and  redefined  itself?  Do 
you  have  the  courage  to  compete  in  a 
tough  market?  Are  you  interested? 

j 

We  need  a  managing  editor  who  is 
I  passionate  about  news  and  about 
readers.  We  want  someone  who  can 
bring  out  the  ABSOLUTE  BEST  in  our 
journalists  -  journalists  who  are 
determined  to  make  the  newspaper  the 
first  and  best  source  of  news. 

j  We  are  the  award  winning  Tribune,  a 
I  100,000-)-  daily  serving  suburban 
!  Phoenix,  Arizona.  We  offer  a  com- 
j  petitive  salary,  excellent  benefits,  and 
j  the  chonce  to  advance  within  a  multi- 
j  billion  dollar  corporation  -  plus  the 
I  opportunity  ta  live  where  the  sun  shines 
j  360  days  per  year  and  outdoor 
<  activities  are  abundant.  If  you  think 
I  you  fit  our  description  and  have  at 
j  least  7  years  newsroom/management 
experience,  send  your  portfolio  to  The 
Tribune,  Editor  Jim  Ripley,  1 20  W.  1  st 
Avenue,  Mesa,  AZ  852 1 0. 

MIAMI  DAILY  BUSINESS  REVIEW 
seeks  Real  Estate  Editor  &  Business 
Reporters. 

j  Experienced  biz  reporters  wanted  to 
j  cover  some  of  Miami's  largest  com- 
[  ponies.  Candidates  should  be  news- 
j  hungry,  self-starters  who  don't  rely  on 
I  wires  and  press  releases  to  break 
I  news,  and  who  can  develop 
^  investigative,  magazine-style  articles. 
The  paper  also  seeks  an  editor  to  guide 
sophisticated  coverage  of  South  Flor¬ 
ida's  real  estate  industry,  work  with  a 
team  of  reporters  to  break  news  and 
develop  magazine-style  features,  and 
compile  special  real  estate  sections. 

The  Review,  an  award-winning  busi- 
1  ness  daily  covering  the  Miami,  Ft. 

I  Lauderdale  ond  Palm  Beach  areas, 
i  offers  competitive  pay  and  benefits. 

:  Please  send  resume  and  five  clips  to 
i  Jackie  Bueno,  business  editor.  Daily 
I  Business  Review,  One  SE  3rd  Avenue, 
#900,  Miami,  FL  331 31. 

NEWS  EDITOR 

Opportunity  to  join  management  team 
of  West  Virginia's  most  exciting  news- 
I  paper  company.  Excellent  editing  and 
I  pagination  skills  and  supervisory  expe¬ 
rience.  Team  builder  able  to  meet 
deadlines  to  head  7-person  copy  desk. 
Our  AM  and  PM  newspapers  with  com¬ 
bined  Saturday  &  Sunday  (circ. 
23,000)  won  1 998  General  Excellence 
in  state  press  contest.  Resume  to  John 
Miller,  managing  editor,  Clarksburg 
Publishing  Company,  P.O.  Box  2000, 
Clarksburg,  WV  26302-2000. 

He  that's  cheated  twice  by  the  same 
man  is  an  accomplice  with  the  cheater 

Thomas  Fuller 
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HELP  WANTED 


_ EDITORIAL _ 

NEWS  EDITOR 

The  North  Plofte  Telegraph  has  an 
apening  for  its  number-two  newsroom 
position.  Candidates  shauld  possess  a 
Bachelor's  degree,  have  three  years 
experience  and  have  strong  copy  edit¬ 
ing  and  layout  skills.  Experience  with 
QuarkXPress  and  pagination  is  essen¬ 
tial.  Qualified  applicant  will  work 
closely  with  news  staff  and  capy  desk 
and  is  responsible  for  assigning, 
scheduling,  and  managing  the  news. 
Applicants  should  be  particular  about 
spelling,  style  and  deadlines  and  know 
how  to  work  with  the  public. 
Supervisory  skills  or  related  experience 
is  desirable.  Starting  salary-lower 
$30s,  pay  cammensurate  with  experi¬ 
ence,  ana  we  offer  an  excellent  benefit 
package. 

The  1 4,500-ciruclatiori  newspaper  is 
located  in  the  beautiful  Platte  Valley  in 
West  Central  Nebraska  in  a  growing 
and  progressive  community.  To 
become  a  part  of  an  award  winning 
newspaper  with  a  strong  news  tradi¬ 
tion,  send  cover  letter,  resume  and  best 
clips  to  Jennifer  Swanson,  The  Tele¬ 
graph,  P.Q.  Box  370,  North  Platte,  NE 
69103. 


NIGHT  EDITQR/REPQRTER:  Qkeechobee  I 
News,  a  7-day  daily  has  an  imme-  | 
diate  opening  for  a  night  j 
editor/general  assignment  reporter. 
Must  be  willing  to  work  evenings  and 
some  weekends.  Reporting  and/or 
copy  editing  experience  on  a  daily  pre¬ 
ferred.  Must  be  willing  to  learn  QuarkX¬ 
Press.  Salaried  position  with  good 
benefit  package.  Send  letter  of  interest, 
resume,  clips  and  three  references  to 
Phillip  DiVece,  managing  editor.  The 
Daily  Qkeechobee  News,  P.Q.  Box 
639,  Qkeechobee,  FL  34973. 

FAX:  (941)763-5901 


QPENINGS  FQR  two  experienced  full¬ 
time  reporters  in  university  city 
between  salt  water  and  mountains  neor 
Seattle.  Gannett  daily,  28,000.  Send 
cover  letter,  clips  and  resume  to  Ben 
Santarris,  Bellingham  Herald,  1 155  N. 
State  Street,  Bellingham,  WA  98225. 


_ EDITORIAL _ 

REPQRTER  -  The  gambling  beat  in  Las 
Vegas  is  more  than  writing  about 
casinos.  It's  covering  the  political, 
economic,  social  and  cultural  domina¬ 
tion  of  a  major  metropolitan  area  by  a 
single  industry.  We  don’t  promote 
business,  we  cover  it.  The  industry  is 
very  self-confident,  so  applicants 
should  be,  too.  We'll  let  you  write.  E- 
mail  letter,  resume  and  clips  to 
editor@vegas.net  or  post  to  Managing 
Editor,  Las  Vegas  Business  Press,  3335 
Wynn  Road,  Las  Vegas,  NV  89102. 

1  REPQRTER  FQR  GENERAL  assign- 
I  ments,  photography,  needed  in  Con- 
!  way,  SC,  minutes  from  Myrtle  Beach. 
Good  pay,  health,  days  off.  Call  Kathy 
Ropp,  editor  (843)  248-6671 . 

REPQRTER  SQUGHT  who  is  not  afraid 
of  hard  work  in  exchange  for  freedom 
and  opportunity  to  do  the  job  right. 
Experience  preferred  but  not  necessary 
for  bright  college  graduate.  Will  train, 
won't  babysit.  Job  offers  quick  advan¬ 
cement  for  the  right  person.  Beautiful 
area  in  southeast  Arizona  with  recrea¬ 
tion  opportunities  galore.  Please  send 
resume,  clips  to  Publisher,  Eastern  Ari¬ 
zona  Courier,  P.Q.  Box  N,  Safford,  AZ 
85546  or  call  (520)  428-2560  or  E- 
mail  eacourier@aepnet.com 

REPQRTERS  WANTED:  The  Courier 
News  seeks  two  municipal/general 
ossignment  reporters.  We're  looking 
for  competitive,  resourceful  reporters 
and  strong  writers  with  a  keen  sense  of 
{  curiosity.  Applicants  should  possess  a 
I  few  years  of  experience  covering  local 
j  government  and/or  schools.  The 
Courier  News  is  a  suburban  daily 
I  based  in  Elgin,  about  40  miles  west  of 
i  Chicago.  Send  clips  and  resumes  to 
Dennis  Robaugh,  metro  editor.  The 
I  Courier  News,  300  Lake  Street,  Elgin, 
IL60120. 


REPQRTER 

I  SonicNet  is  looking  for  a  freelance 
;  news  writer  to  cover  the  modern  rock 
beat  for  us  out  of  our  San  Francisco 
i  office.  For  more  info.  E-mail  to 
j  Lisa  Fong:  lisa@sonicnet.com 


_ EDITORIAL _ 

REPQRTERS  WANTED 

The  Asian  Wall  Street  Journal  seeks  a 
Hong  Kong-based  reporter  to  write 
Features  about  a  wide  range  of  con¬ 
sumer  issues.  The  successful  candidate 
will  have  proven  ability  to  generate 
thoughtful  and  original  stories,  and  the 
maturity  to  cover  an  area  broad  in 
both  geography  and  subject  matter; 
experience  in  Asia,  preferably 
journalistic,  is  a  must.  Send  resume 
and  references  to  Managing  Editor 
Peter  Stein.  G.P.Q.  Box  9825,  Hong 
Kong,  or  fax  to  01 1  (852)  2834-5291 . 

j  REPQRTERS 

j  The  Des  Moines  Register  is  seeking  a 
;  reporter  to  cover  counties  outside  of 
I  central  Iowa.  Applicants  should  have  a 
strong  news  background  and  a  keen 
!  eye  for  enterprise  stories.  Three  years 
!  experience  and  Spanish-language 
I  skills  are  preferred. 

I  The  Des  Moines  Register  is  looking  for 
I  an  experienced  reporter  (at  least  three 
j  years  daily  newspaper  experience)  to 
I  staff  the  Register's  Iowa  City  News 
!  Bureau,  covering  the  University  of  Iowa 
and  the  rapidly  growing  Iowa  City- 
Cedar  Rapids  corridor.  Must  be  an 
organized  self-starter  with  plenty  of 
I  ideas  and  a  strong  news  background. 

;  Join  us  just  in  time  for  the  year  2000 
i  opening  of  our  $51  million  printing 
j  plant.  Send  a  resume,  cover  letter  and 
work  samples  to  The  Des  Moines  Regis¬ 
ter,  Human  Resources,  715  Locust 
Street,  Des  Moines,  Iowa  50309.  The 
Register,  a  Gannett  newspaper,  is  an 
equal  opportunity  employer. 

RQQMTQ  WRITE 

New  Times  is  looking  for  experienced 
news  and  feature  writers  to  staff  its 
hard-hitting  weekly  papers  in  Phoenix, 
Denver,  Miami,  Dallas,  Houston,  San 
Francisco,  Los  Angeles,  Ft.  Lauderdale, 
Cleveland  and  St.  Louis.  We  publish 
in-depth,  well-crafted  stories  that 
explore  the  issues,  events  and 
personalities  that  make  our  com¬ 
munities  tick.  Qur  stories  inform  and 
entertain  reoders,  provoke  strong  reac¬ 
tions  and  win  national  awards. 

If  you  understand  the  difference 
between  magazine-style  reporting  and 
the  hurried  fact-finding  of  daily 
papers,  if  your  copy  is  as  much  a 
pleasure  to  read  as  it  is  well 
researched,  we  want  to  hear  from  you. 
There  are  immediate  openings  for 
news  writers  in  Miami,  Phoenix,  Ft. 
Lauderdale,  Cleveland,  St.  Louis, 
Denver  and  Dallas.  New  Times  is  com¬ 
mitted  to  building  o  diverse  workforce 
and  acknowledges  the  needs  of 
employees  with  young  families.  We 
offer  competitive  salaries  and  bene¬ 
fits... and  all  the  space  you  need  to  put 
the  news  in  perspective  and  tell  a  good 
story. 

Send  all  applications 
(no  phone  calls  or  E-mail,  please)  to: 

Christine  Brennan 
Executive  Managing  Editor 
New  Times,  Inc. 

P.Q.  Box  5970 

Denver,  CQ  802 1 7 

Include  a  cover  letter;  a  resume;  your 
best  clips;  and  three,  well-developed, 
tightly  focused  story  ideas  from  your 
town  that  you'd  pursue  if  you  had  the 
time  and  the  space. 


Newspapers  Take  You  Places... 

A  new,  help  wanted  publication  for  entry-level  &  early  experience 
job  seekers. 

In  print  &  on  our  website 


•Tips  •  Help  Wanted  Ads  •  Inspiration  •  Internships  •  How-To  Info, 
•Training  Opportunities. 


May  1  &  Nov  6, 1999 

Excellent  advertising  value  for  newspapers 
Tremendous  resource  for  starting  a  newspaper  career 

Advertising  deadlines: 

April  27  and  Oct  26 

Contact  Michele  Appello 

(212)  675-4380  Ext  173 
michelea@mediainfo.com 

An  Editor  &  Publisher  Guide: 

Best  Jobs  To  Start  Your  Career 


_ EDITORIAL _ 

SCIENCE  RESEARCHER/WRITER 
sought  For  large-circulation  health 
newsletter  published  by  national  non¬ 
profit  consumer  group.  Good  reporting 
skills  and  ability  to  research  and  write 
articles  on  tight  deadlines  are  crucial. 
Must  also  be  able  to  re-write  material 
produced  by  researchers  and  make  the 
science  come  alive.  Must  have  3  to  5 
I  years'  experience  in  science  writing  for 
i  major  newspaper,  magazine,  jr  wire 
1  service  for  the  lay  public.  Salary  com- 
'  petitive  with  for-profit  publications. 

I  Send  letter,  resume  and  samples  af  non- 
j  technical  writing  to  CSPI  EP:  NAW, 

!  1 875  Connecticut  Avenue  N.W., 

I  #300,  Washington,  DC  20009. 


j  SIERRA  CLUB,  a  leading  environmental 
arganization,  is  seeking  someone  with 
prior  media  writing  experience  to 
write,  edit  broad  range  of  campaign 
j  materials,  including  news  releases,  op- 
I  eds,  fact  sheets,  and  reports.  Qualified 
:  candidates  will  have  excellent  news 
'  writing  skills,  experience  writing  cam- 
i  paign  materials,  degree  in  relevant 
j  field  and  knowledge  of  politics  and 
i  environmental  issues.  Position  is  based 
I  in  San  Francisco.  Salary  is  com- 
!  mensurate  with  skills  plus  excellent 
benefits.  Send  letter,  resume,  and  writ¬ 
ing  sample  to  85  2nd  Street,  San  Fran- 
;  cisco,  CA  94105,  Attn.  HRD. 


SPQRTSCQPYEDITQR 

;  The  Roanoke  Times,  a  Fully  paginated 
i  1 1 0,000  daily  in  the  Blue  Ridge  Moun- 
'  tains  area  of  southwestern  Virginia,  is 
looking  for  a  copy  editor  for  the  night 
I  desk.  We  want  someone  with  strong 
I  Mac  skills  who  can  work  in  a  team  set- 
■  ting  with  editors  and  reporters,  who 
can  edit  local  and  wire  copy  and  can 
:  do  layout.  If  you  would  like  to  work  at 
i  an  innovative  newspaper  located  in 
j  one  of  the  country's  best  places  to  raise 
'  a  Family,  send  resume,  tear  sheets  of 
layauts  and  a  200-ward  autobio¬ 
graphy  to  Bill  Born,  sports  editor,  P.Q. 

I  Box  2491 ,  Roanoke,  VA  24010.  EQE 


SPQRTSCQPYEDITQR 

!  The  Daytona  Beach  News-Jaurnal's 
I  Sports  section  is  growing.  We  need  a 
;  talented,  experienced  copy  editor  with 
{  superior  page  design  skills  to  help  lead 
i  the  expansion.  The  right  candidate  will 
have  strong  editing  skills,  solid  news 
judgment,  a  keen  eye  for  good 
I  photos,  and  the  ability  to  inspire  other 
I  copy  editors.  A  minimum  of  two  years 
I  full-time  desk  experience.  No  writing 
!  clips.  To  be  considered  for  this  key  posi- 
I  tion,  please  send  a  resume  and  work 
'  samples  to  David  Markowitz,  assistant 
managing  editor/sports.  The  Daytona 
Beach  News-Journal,  Daytona  Beach, 
[  FL  32 120-2831. 


,  SPQRTS  EDITQR  WANTED  at  Kodiak 

a  Mirror.  Duties  include  covering 
sports  events,  layout  and  edit 
daily  sports  page,  assist  staff  and 
operate  camera.  Must  be  able  to  work 
I  flexible  schedule  and  have  experience 
■  reporting  for  daily  or  weekly  paper.  Sub- 
I  mit  resumes  to  Asa  Cole  at  Kodiak 
j  Daily  Mirror,  1419  Selig  Avenue, 
;  Kodiak,  AK  9961 5,  or  Email: 

I  kodiak@newsminer.com 

I  Qr  call  (907)  486-3227 
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CLASSIFIED 


HELP  WANTED 


_ EDITORIAL _ 

SPORTS  IN  SEAHLE 

The  Seattle  Times,  the  Northwest's  pre¬ 
mier  newspaper,  seeks  to  fill  two  key 
sports  positions  os  we  prepare  for  on 
exciting  launch  into  the  AM  cycle.  (1) 
We  need  on  assistant  sports  editor  to 
supervise  the  copy  desk,  to  oversee 
production  and  to  help  shape  the 
character  and  direction  of  our  section. 
Must  have  strong  editing  skills,  deep 
sports  knowledge,  management  expe¬ 
rience  and  a  competitive  passion.  (2) 
We  also  ore  looking  for  an  inventive 
lead  sports  designer  to  oversee  special 
sections  and  projects  —  someone  who 
knows  sports,  can  generate  ideas  and 
has  a  creative  spark.  Three  years  of 
experience  required  for  both  positions. 
If  interested,  please  send  your  packet 
to  Cathy  Henkel,  sports  editor.  The 
Seattle  Times,  P.O.  Box  70,  Seattle, 
WA98111. 


SPORTS  OPPORTUNITY 

The  Star  Tribune  in  Minneapolis/St. 
Paul  is  seeking  a  top-notch  sports 
journalist  to  supervise  o  team  of 
reporters.  Must  have  excellent  news 
judgment,  sports  journalism  enthusiasm 
ana  collaborative  leadership  skills. 
Must  be  an  experienced  supervisor. 
This  person  will  be  a  key  decision¬ 
maker  in  coverage  matters.  Precise 
beat  responsibilities  to  be  determined 
later. 

Send  letter  of  application,  resume  and 
copies  of  your  current  paper  to: 

Brenda  Rotherham 
Recruiting  Coordinator 
Star  Tribune 
425  Portland  Avenue 
Minneapolis,  MN  55488 
(800)  829-8742  ext.  4422 
E-mail:  brolherhamQstartribune.com 
Fax:  (612)673-4526 

Apply  by  Friday,  April  1 6 

The  Star  Tribune,  an  equal  opportunity 
employer,  is  owned  by  McClatchy 
Newspapers  of  Sacramento,  Califor¬ 
nia.  It  is  the  1 6th  largest  daily  paper  in 
the  country  with  a  circulation  of 
4CX),362  and  the  1 3th  largest  Sunday 
paper  at  670,890.  The  370-person 
newsroom  staff  has  a  long-standing 
history  of  editorial  excellence  and 
award-winning  journalism,  including  a 
1990  Pulitzer  Prize  for  investigative 
report!  r\g. 

STATE  CORRESPONDENT 

The  New  York  Times  Regional  News¬ 
paper  Group  in  Florida  is  hiring  a  Cor¬ 
respondent  for  its  capital  bureau  in 
Tallahassee. 

If  you  can  demonstrate  exceptional  writ¬ 
ing  talent,  versatility,  enterprise  and  a 
good  sense  of  people  as  well  as  pro¬ 
cess,  please  send  your  resume  and 
clips  to  Diane  McFarlin,  executive 
editor,  Sarasota  Herald-Tribune,  P.O. 
Box  1719,  Sorasota,  FL  34230.  Five 
years  of  newsroom  experience  and  a 
familiarity  with  statewide  issues  pre¬ 
ferred. 


_ EDITORIAL _ 

THE  BRADENTON  HERALD,  a  Knight 
Ridder  paper  on  the  Gulf  coast  of  FL  is 
seeking  aggressive  journalists  to  com¬ 
pete  in  the  four-daily  newspaper 
market  of  Tampa  Boy. 

MANAGING  EDITOR  -  Editor  who 
thrives  in  a  competitive  environment. 
Should  have  a  strong  background  in 
daily  newspapers  and  a  deep 
understanding  of  all  aspects  of  an 
aggressive  newsroom  operation  - 
from  content  to  production.  Must  juggle 
daily  and  long  term  projects,  work  with 
both  novice  and  veteran  reporters,  and 
have  a  passion  for  local  and  regional 
news.  Must  have  worked  closely  with 
both  news  and  city  desks,  and  have  a 
strong  background  in  community  cov¬ 
erage.  Minimum  experience  6-10 
vears  in  daily  newspapers,  including  at 
least  3  years  in  management. 

SPORTS  EDITOR  -  Are  you  ready  to 
play  ball?  We  are  looking  for  an 
aggressive,  energetic  sports  editor  with 
strong  management,  writing  and  orga¬ 
nizational  skills.  From  local  sports  to  pro¬ 
fessional  sports,  our  team  covers  it  all. 

!  Seeking  an  editor  who  can  generate 
great  story  ideas  and  help  reporters 
and  copy  editors  create  a  sports  sec¬ 
tion  thot  is  competitive  and  unique. 
Minimum  experience  5-7  years  with 
daily  newspaper.  Send  resumes  for 
M.E.  and  Sports  Editor  to  Joan  Krauter, 
executive  editor,  Bradenton  Herald, 
102  Manatee  Avenue,  Bradenton,  FL 
34205.  jkrauter@bradenton.com 
REPORTER  -  Seeking  an  aggressive, 
bright  and  energetic  city/ trans¬ 
portation  reporter  with  at  least 
I  two  years  of  city  desk  reporting  expe¬ 
rience  and  an  understanding  of  local 
government  and  transportation  issues. 
Must  be  willing  to  approach  journalism 
in  nontraditional  ways.  Want  a  self¬ 
starter  who  can  spot,  explore,under- 
stand  and  clearly  write  about  sub¬ 
jects  on  all  levels.  Send  resume  and 
clips  to  Joanne  Mamenta,  editor,  Bra¬ 
denton  Herald,  102  Manatee  Avenue 
W,  Bradenton,  FL  34205. 

_ ImomentaObfodenton.com _ 

THE  DESERET  NEWS,  Salt  Lake  City's 
afternoon  daily,  is  looking  for  a 
reporter  to  work  in  our  nine-person 
Provo  bureau.  If  you're  o  hard-working 
reporter  and  o  good  writer,  we'd  like 
to  include  you  among  our  talented  and 
professional  staff.  We  offer  competitive 
pay  and  excellent  benefits.  Applicants 
wim  at  least  2  years'  experience 
should  send  clips  and  resume  to  Brian 
West,  state  editor,  Deseret  News,  P.O. 
Box  1 257,  Salt  Lake  City,  UT  84 1 1 0. 
j  Fax:(801)237-2121 

E-mail:  brianvi@desnews.com 


THE  FLINT  (Ml)  JOURNAL,  o  98,000- 
circulation  PM  doily  about  an  hour 
north  of  Detroit,  is  seeking  experienced 
reporters  who  value  enterprise  report¬ 
ing.  If  you  hove  clips  that  demonstrate 
you  consistently  can  dig  up  news  on 
your  beat  and  spot  and  analyze 
trends,  we  want  to  see  them.  We  have 
one  opening  on  our  government/ 
politics  team  and  a  second  for  on 
enterprise  cops  reporter.  Send  applica¬ 
tions  and  samples  of  your  work  to 
Brooke  Rausch,  metro  editor.  The  Flint 
Journal,  2(X)  E.  First  Street,  Flint,  Ml 
48502.  No  phone  calls,  please 


_ EDITORIAL _ 

THE  JOURNAL  STAR  needs  a  talented, 
ambitious  copy  editor  who  knows  how 
to  balance  the  demands  of  pagination 
with  the  craft  of  making  stories  better. 
The  right  person  will  edit  news  copy 
and  design  deadline  pages,  and  may 
work  on  some  feature  pages.  Pagina¬ 
tion  and  Mac  skills  are  required.  Daily 
desk  experience  and  proven  design 
skills  ore  preferred,  but  will  consider 
an  exceptional  recent  or  spring  gradu¬ 
ate.  Send  resume  and  clips  to  Kelly 
VanLaningham,  news  editor.  Journal 
Star,  1  News  Plaza,  Peoria,  IL  61 643. 


■ _ EDITORIAL _ 

I  THE  PEKIN  DAILY  TIMES,  an  oward- 
I  winning  1 5,000  six-day  PM  daily  near 
I  Peoria,  IL  seeks  a  highly-motivated 
reporter  to  join  our  four-reporter  desk. 
Applicants  may  be  talented  recent 
graduates  or  seasoned  journalists. 
Superior  writing  and  reporting  skills 
required.  A  Master's  degree  in  journal¬ 
ism  is  preferred  but  not  reauired. 
Interest  in  learning  online  publishing 
and/ or  pagination  a  plus. 

Send  resume  and  writing  samples  to 
Editor  Joel  Steinfeldt,  Daily  Times,  P.O. 

I  Box  430,  Pekin,  IL  61 555. 


EDITORIAL 


EDITORIAL 


Newlimes 


IS  GROWING  AND  IN  SEARCH  OF  EDITORS. 

New  Times  publishes  magazine-style  weekly  newspapers  -  covering  local 
news  and  features,  restaurants  and  sports,  film  and  music  -  in  Phoenix. 
Denver,  Miami.  Dallas,  Houston,  San  Francisco.  Los  Angeles, 
Cleveland  and  St.  Louis.  Our  stories  inform  and  entertain  readers, 
provoke  strong  reactions,  and  win  national  awards.  We  are  accepting 
applications  now  for  the  following  fulltime  editing  positions 
(the  interview  process  will  include  a  test): 

MANAGING  EDITOR 

PHOENIX,  HOUSTON,  CLEVELAND  AND  ST.  LOUIS 

This  position  requires  fine  writing  and  editing  skills  and  the  ability  to 
help  staffers  produce  superior  stories.  The  managing  editor  also 
supervises  the  day-to-day  operations  of  the  editorial  department. 
Houston  candidates  should  have  a  strong  feature/arts  background: 
Phoenix  and  St.  Louis  candidates  should  be  well  grounded  in  news; 
Cleveland  applicants  must  have  experience  in  both  features  and  news. 

ASSOCIATE  EDITOR 
FT.  LAUDERDALE 

We  are  looking  for  an  editor  with  a  strong  news  background  who  can 
craft  a  compelling  narrative  and  work  well  with  writers. 

MUSIC  EDITOR 
DENVER 

This  job  entails  planning/editing  a  music  section,  hiring  freelancers 
and  writing  a  local  music  column  as  well  as  non-music  features. 

CALENDAR  EDITOR 
DALLAS 

We  need  a  writer  with  a  distinctive  voice  and  broad  cultural 
interests  to  organize  and  write  a  weekly  entertainment  calendar 
and  report  on  the  arts. 

New  Times  offers  competitive  salaries  and  benefits.  Interested 
candidates  should  send  cover  letter,  r6sum6  and  clips  to; 

Christine  Brennan 
Executive  Managing  Editor 
P.O.  Box  5970 
Derver.CO  80217 

To  learn  more  about  New  Times,  visit  our  website  at 

www.newtinMS.com. 
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HELP  WANTED 


_ EDITORIAL _ 

THE  GRAND  RAPIDS  PRESS,  a 
150,000  afternoon  daily,  195,000 
Sunday,  a  half-hour  from  Lake 
Michigan,  seeks  a  strong  copy  editor. 
Candidates  should  have  daily  newspa¬ 
per  experience  as  a  reporter  and/or 
copy  editor  and  be  able  to  step  into 
this  computer  literate  position  with 
minimal  training.  This  person  will  edit 
stories,  write  headlines  and  design  and 
paginate  news  pages. 

Excellent  employee  benefit  package 
includes  401  (k),  medical,  dental,  life 
insurance,  vacation,  paid  holidays,  eye 
care,  award  programs,  discounts  and 
competitive  salary. 

Resumes  with  at  least  three  pro¬ 
fessional  references,  samples  of  poge 
designs  and  a  cover  letter  outlining 
your  qualifications  may  be  sent  to 
Andy  Angelo,  news  editor.  The  Grand 
Rapids  Press,  155  Michigan  Street, 
NW,  Grand  Rapids,  Ml  49503. 

Or  E-mail  at  aangelo@gr-press.com 

THE  HURON  PLAINSMAN,  growing 
8,000  circulation  daily  in  Huron,  South 
Dakota,  is  seeking  an  aggressive, 
hands-on  executive  editor  to  lead  our 
news  staff.  Ideal  candidate  will  have 
experience  in  management,  mentoring, 
motivating,  editorial  writing,  editing 
and  pagination.  We  offer  competitive 
compensation  and  benefits.  Fax 
resume,  salary  history,  references  and 
editorial  clips  to  Bill  Honson: 

(605)  353-7450  or  E-mail 
bghemail@aol.com 


THE  JOURNAL-STANDARD,  a  17,000 
PM  daily  in  Freeport,  IL,  is  looking  for 
creative  and  dedicated  journalists  to 
join  our  21 -member  newsroom  that 
won  17  Illinois  Press  Association 
awards  in  '98.  Positions  open  include: 

•DESIGNER/COPY  EDITOR  -  A 
wordsmith  with  a  creative  flair  who  will 
design  A1,  feature  fronts  and  some 
sports.  Won  Newspaper  Design  award 
in  1 5,000-lo-40,000  category  in  '98. 
•SPORTS  REPORTER  -  Will  cover 
nearly  20  local  high  school  teams,  a  com¬ 
munity  college  and  some  Chicago 
sports.  Our  readers  love  sports  and  we 
hove  fun  with  our  coverage. 

•NEWS  REPORTER  -  A  position  on  our 
7-person  writing  team  that  will  be 
determined  by  your  interest.  Areas  of 
emphasis  likely  to  include  education, 
cops  &  courts  and  government  report¬ 
ing. 

Send  your  clips,  a  resume  and 
references  to  Jeff  Rogers,  managing 
editor.  The  Journal-Standard,  27  S. 
State  Avenue,  Freeport,  IL  61 032. 

E-mail  to  jrogers@aeroinc.net 

THE  TRIBUNE,  a  pugnacious  daily  in  sub¬ 
urban  Phoenix,  is  looking  for  an  expe¬ 
rienced  copy  editor  who  writes 
headlines  that  demand  readers'  atten¬ 
tion  and  edits  stories  quickly  and 
cleanly.  Design  skills  a  plus,  but  not  a 
must.  If  you  nave  at  least  3  years  of 
experience  and  are  ready  for  the 
rigors  of  a  competitive  market,  send  a 
resume  and  non-returnable  clips  to  Bob 
Satnan,  news  editor.  Tribune  Newspa¬ 
pers,  1 20  W.  1  St  Avenue,  Mesa,  AZ 
85205. 


_ EDITORIAL _ 

THE  MIAMI  HERALD  is  seeking 
creative,  energetic  people  who  want  to 
work  in  a  competitive  news  environ¬ 
ment.  Job  openings  include  sports  copy 
desk  chief;  copy  editors  for  the  sports 
and  universal  cfesks,  and  reporters  for 
its  twice-weekly  zoned  community 
news  sections.  Copy  editing  candidates 
should  have  at  least  three  to  five  years' 
experience.  The  reporting  positions  are 
ideal  for  the  exceptional  recent  college 
graduate  or  a  reporter  looking  to  move 
up  from  a  smaller  paper.  Spanish  or 
I  Creole  language  skills  are  a  plus  for 
the  reporting  jobs.  The  Herald  also  is 
seeking  to  supplement  its  staff  with 
three  other  copyeditors  for  a  two-year- 
term.  These  positions  would  be  ideal 
for  someone  looking  to  move  up  from 
a  smaller  newspaper.  The  salaried  posi- 
tions  offers  benefits  and  vacation  time. 

[  Send  resumes  for  sports  jobs  to  Mike 
I  Haggerty,  assistant  managing  editor/ 

I  sports.  All  other  resumes  should  be  sent 
!  to  Ritu  Sehgal,  assistant  to  the  manag- 
i  ing  editor.  Send  to  The  Miami  Herald, 

!  One  Herald  Plaza,  Miami,  FL  33322. 

]  - 

THE  NEW  REPUBLIC,  a  weekly  journal 
j  of  opinion,  is  looking  for  an  experi¬ 
enced  copy  editor/proofreader.  Send 
a  resume  and  a  cover  letter  to  The 
I  New  Republic,  Attn:  Copy-editor  posi- 
j  tion,  1220  19th  Street,  NW,  Suite 
j  600,  Washington,  DC  20036. 

I  THE  POST-JOURNAL  in  Jamestown, 

'  NY,  is  looking  for  a  copy  editor  to  han- 
I  die  local  ancJ  wire  copy  and  to  design 
!  and  paginate  pages.  Prior  computer 
’  experience  helpful,  but  not  necessary. 

Good  language  skills  a  must.  Send 
I  resumes  and  samples  to  Cristie  Herbst, 

I  P.O.  Box  1 90,  Jamestown,  NY  1 4702- 
;  0190. 


‘  THE  POST- JOURNAL,  an  award- 
i  winning  daily  in  Jamestown,  NY  is 
i  accepting  applications  for  reporter  posi- 
!  tions,  including,  government,  police 
]  beats  and  features  writers.  Recent 
i  graduates  are  welcome  to  apply.  Send 
resumes  and  samples  to  Cristie  Herbst, 
j  P.O.  Box  1 90,  Jamestown,  NY  1 4702- 
!  0190. 

WE  HAVE  SPORTS,  cityside  reporting 
openings  at  Temple  Daily  Telegram, 
i  Also  seek  QuarkXPress-experienced 
I  sports  page  designer  pro  and  one 
!  entry-level.  Clips/ resume  to  Steve 
j  Walters,  Box  6114,  Temple,  TX  76503 
!  or  call  (254)  778-4444  or  E-mail: 

I  tdt@vvm.com 


INTERNSHIPS 


EDITOR  &  PUBLISHER  classified 
advertising  has  a  special  help  wanted 
section  for  entry  level  and  early  expe¬ 
rience  jab  seekers  in  the  newspaper 
industry. 

I  May  1  and  Nov  6,  1999-both  in  print 
I  and  on  our  website.  Advertisers  reach 
j  students  at  colleges  and  universities 
I  with  journalism,  business  and  pub¬ 
lishing  programs.  Jobseekers  find  help 
wanted  ads,  how-to-tips,  internships, 
!  inspiration  and  more! 

CONTAa  HAZEL  PREUSS 
I  (21 2)  675-4380  Ext  171 

hazelp@mediainfo.com 


INFORMATION  SYSTEMS 

SYSTEMS  ANALYST 

The  Washington  Post  Advertising 
Department  seeks  an  experienced  IS  pro¬ 
fessional  to  join  their  Systems  group. 
Should  have  understanding  of  the  Pre¬ 
press  environment  and  familiarity  with 
Unix,  PC  and  MAC.  Experience  with  Vis¬ 
ual  Basic,  C,  PostScript,  AppleScript 
programming  languages  required; 
Oracle  experience  a  plus.  Familiarity 
with  graphics  and  layout  software 
packages,  including  Multi-Ad 
Creator  2,  Adobe  Acrobat  Exchange, 
Photoshop,  and  QuarkXPress.  Experi¬ 
ence  with  application  system  lifecycle 
(analysis,  design,  development,  testing, 
implementation  and  support). 

We  offer  training  opportunities  and  an 
I  excellent  benefits  package:  health/ 
j  dental,  life  and  disability  insurance, 

I  FSA/dependent  care,  tuition  reimburse- 
'  ment,  401  (k)  matching  and  pension 
'  plan.  Please  mail  your  resume  with 
!  salary  requirements  to: 

The  Washington  Post 
Attn:  Personnel/ASU/TW 
1 1 50  1 5th  Street,  NW 
j  Washington,  DC  20071 

We  are  committed  to  diversity  in  the 
workplace  and  promote  a  drug-free 
work  environment. 

;  MAILROOM 

DISTRIBUTION  MANAGER 
j  Afternoon  (weekend  AM)  25,000 
!  circulation,  family-owned  paper  needs 
:  hands-on  manager.  No  commercial 
^  printing.  Good  scheduler  with  some 
mechanical  skills  desired.  Send  resume 
:  to  Mark  Van  Patten,  P.O.  Box  90012, 

;  Bowling  Green,  KY  42 1 02. 

:  Fax  (502)  781 -0726 

■  MANUFAaURING 

SUPERVISOR 

^  The  Times  Newspaper  is  seeking  a 
Manufacturing  Supervisor  with 
'  mechanical  aptitude  to  manage  and 
i  supervise  our  night  Packaging  Depart- 
!  ment  operation.  Hours  are  10  p.m.  to 
i  6  a.m.  Candidates  should  have  pre¬ 
vious  manufacturing  management 
’  experience  and  the  ability  to  supervise 
I  and  work  with  a  large  production  staff. 

I  Willing  to  train  the  right  individual. 

The  position  requires  an  individual  with 
,  strong  leadership  and  excellent  orga- 
;  nizational  and  communication  skills. 

I  Must  also  be  able  to  meet  deadlines 
:  and  maintain  a  clean,  safe  work 
i  environment. 

:  We  offer  a  competitive  salary  and 
:  benefits  package.  Pre-employment 
j  physical  which  includes  drug  screen 
prerequisite  for  employment.  For  con- 
j  sideration,  please  send  resume  and 
1  salary  history  to: 

I  Personnel 

j  THE  TIMES 

500  Perry  Street 
!  P.O.  Box  847 

j  Trenton,  NJ  08605-0847 

An  Equal  Opportunity  Employer 


_ MARKETING _ 

MARKETING  DIREaOR 

Newspoper  in  need  of  professional 
who  can  build  on  our  strengths,  reposi¬ 
tion  our  products  through  outstanding 
marketing  ideas  and  promotional 
efforts.  Send  cover  letter,  resume, 
employment  history  compensation  to 
Box  08804,  Editor  &  Publisher. 


PROMOTIONS  & 

EVENTS  MANAGERS 

j  The  Chicago  Sun-Times  is  one  of  the 
I  nation's  most  authoritative  newspaper 
j  voices.  A  Pulitzer  prize  winning  news- 
I  paper  that  reaches  1 .7  million  people 
!  everyday,  makes  the  Chicago  Sun- 
Times  the  most  widely  read  newspaper 
I  in  the  Chicago  area  in  readership  last 
I  year  alone.  After  decades  of  editorial 
leadership  and  market  dominance,  the 
I  Chicago  Sun-Times  has  emerged  as 
i  one  of  America's  most  successful 
j  brands.  Now,  as  we  continue  to 
!  expand,  we  seek  two  Promotions  and 
j  Events  managers. 

1  Reporting  to  the  Director  of  Marketing, 
j  you  will  be  responsible  for  creating, 
i  implementing,  negotiating  and  tracking 
j  sponsorships,  trade,  sales  incentive 
j  and  promotion  programs.  The  suc- 
I  cessful  candidate  must  design  and 
;  execute  programs,  projects  and  events 
I  that  enhance  relationships  with  the  com- 
I  munity  as  well  as  develop  sales 
:  materials  and  media  kits  for  the 
;  advertising  department.  Qualified  can¬ 
didates  will  have  five  to  seven  years  of 
j  promotion  management  experience 
j  with  demonstrated  experience  in  creat¬ 
ing  innovative  programs  in  a  multi- 
I  disciplinary,  fast-paced  environment. 

I  This  position  also  requires  excellent  ana¬ 
lytical  and  problem  solving  skills,  expe¬ 
rience  in  contract  negotiating,  commu- 
I  nication  and  administration,  strong 
interpersonal  skills  and  effective  pro- 
i  posal  writing  ability. 

I  The  Chicago  Sun-Times  offers  com- 
j  petitive  solaries,  excellent  benefits  and 
an  environment  that  encourages  and 
rewards  vision  and  initiative.  If  you  ore 
interested  in  joining  the  Chicago  Sun- 
Times,  send  your  cover  letter  and 
I  resume  to: 


Eve  Minogue 

.  Chicago  Sun-Times 

!  401  N.  Wabash  Avenue,  Suite  31 5 

:  Chicago,  IL  60611 

or  Fax  (312)  321-2920 
No  phone  colls,  please 
An  Equal  Opportunity  Employer 


Desperation  is  a  kaiher  in  your  cap 

Beck 

\  There  are  no  secrets  to  success.  It  is  the 
j  result  of  preparation,  hard  work,  learn - 
i  ing  from  failure 

I  General  Colin  L  Powell 


The  conditions  of  conquest  are  always 
easy.  We  have  but  to  toil  awhile, 
endure  awhile,  believe  always,  and 
never  turn  back 

Seneca 
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HELP  WANTED 


MARKET  RESEARCH 

RESEARCH  MANAGER 

The  Chicago  Sun-Times  is  one  of  the 
nation's  most  authoritative  newspaper 
voices.  A  Pulitzer  prize  winning  news¬ 
paper  that  reaches  1 .7  million  people 
every  day,  mokes  the  Chicago  Sun- 
Times  the  most  widely  read  newspaper 
in  the  Chicago  area  in  readership  last 
year  alone.  After  decades  of  editorial 
leadership  and  market  dominance,  the 
Chicago  Sun-Times  has  emerged  as 
one  of  America's  most  successful 
brands.  Now,  as  we  enter  a  new  millen-  j 
nium,  we  seek  a  Research  Manager 
capable  of  running  our  Market 
Research  Department. 

Your  leadership  role  will  be  vitol  in  pro¬ 
viding  effective  support  data  to  assist 
us  in  building  revenue  growth,  increas¬ 
ing  shore,  and  facilitating  strategic 
planning.  The  outstanding  candidate 
will  possess  the  ability  to  design,  imple¬ 
ment,  and  analyze  primary  research 
including  perception/awareness 
studies;  the  ability  to  manage  com¬ 
petitive  media  measurement  activities 
and  make  recommendations  to  sales, 
marketing  and  executive  management- 
source  relevant  secondary  research, 
especially  in  the  area  of  economic, 
category,  and  industry  trending;  utilize 
various  appropriate  PC  systems  and 
programs  to  maximize  the  data  analy¬ 
sis  and  application,  assist  sales  staff 
with  the  interpretation  and  strategic  . 
application  of  data  for  client  pres-  j 
entations,  and  build  and  maintain  a 
thorough,  up-to-date  and  easily  accessi¬ 
ble  library  for  market  research  data 
and  sources. 

Qualified  candidates  must  possess  a 
Bachelor's  degree  in  marketing  with 
statistics  or  related  disciplines;  a  mini¬ 
mum  of  5  years  experience  in  related 
research  roles  as  well  as  exiaerience 
with  primary  research  development, 
analysis,  implementation,  and  vendor 
management.  Computer  literate  with 
database  management  and  PC  applica¬ 
tion  skills,  excellent  oral  and  written 
communications  and  ability  to  handle 
multi-projects  on  a  timely  basis. 

The  Chicago  Sun-Times  offers  com¬ 
petitive  salaries,  excellent  benefits  and 
an  environment  that  encourages  and 
rewards  vision  and  initiative.  It  you  are 
interested  in  joining  the  Chicago  Sun- 
Times,  send  your  cover  letter  and 
resume  to: 

Eve  Minogue 
Chicago  Sun-Times 

40 1  North  Wabash  Avenue,  Suite  315 
Chicago,  IL6061 1 
Fax  (312)  321-2920 
No  phone  calls,  please 
An  Equal  Opportunity  Employer 


_ PHOTOGRAPHY _ 

ELEaRONIC  IMAGING  MANAGER 

THE  HOUSTON  CHRONICLE  is  seek¬ 
ing  an  Electronic  Imaging  Manager  for 
its  Editorial  -  Photo  department. 
Responsibilities  include  budgeting  and 
planning  for  future  technologies, 
graphic  arts/printing  production  back¬ 
ground,  will  work  with  the  library  staff 
on  text  and  photo  archive  issues,  trou¬ 
ble  shoot  printing  and  Macintosh 
workstation  problems,  both  hardware 
j  and  software  related.  Will  oversee 
production  of  live  QuarkXPress  color 
pages  in  the  editorial  art  department 
and  manage  the  T-One  merlin  photo/ 
graphics  archive.  Must  possess  knowl¬ 
edge  of  letterpress,  offset  and  heatset 
printing  process,  color  management 
including  monitor,  proofing  and  print 
profiling,  scanners-flatbecT  and  film, 
software  packages  which  include 
Photoshop,  Color  Blind  Edit,  Color 
Blind  Pro,  QuarkXPress,  Freehand,  and 
Illustrator. 

To  apply,  send  cover  letter  and  a 
,  resume  to  Ernie  Williamson,  assistant 
I  managing  editor,  Houston  Chronicle, 

1  P.O.  Box  4260,  Houston,  TX  7721 0. 


PHOTOGRAPHER 

1 16-year-old  award-winning  newspa- 
I  per  seeking  photographer  with  5  or 
more  years  experience.  Must  be  famil¬ 
iar  with  digital  cameras  and  have 
some  Photoshop  experience.  We  offer 
salary  commensurate  with  experience, 
a  good  work  environment  and 
excellent  benefits.  Send  resume  with 
work  samples  to  Human  Resources, 
The  Town  Talk,  P.O.  Box  7558,  Alex¬ 
andria,  LA  71 306.  Can  also  be  sent  on 
a  zip  disk  or  E-mail  resume  to: 

personnel@thetowntalk.com 

EOE 

Drug  Free  Workplace 


i  THE  ARIZONA  REPUBLIC  needs  to  fill 
'  two  roles  on  a  photo  desk  equipped 
[  with  the  latest  technology  to  serve 
I  490,000  daily/610,(X)0  Sunday. 

Photo  team  leader:  Must  cooch,  inspire 
and  lead.  Top  communication  and 
organizational  skills  needed  as  well  as 
a  grasp  of  photography's  role  within 
our  organization.  At  least  5  years 
experience  necessary.  Tell  us  your 
vision  and  goals.  Staff  photographer: 
You  should  like  covering  hard  news, 
shooting  investigative  and  photo  pro¬ 
jects  and  making  significant  photos 
I  from  busy  run  of  assignments.  Send 
a  slide  or  digital  portfolio. 
Applications  go  to:  Dave  Seibert 
dav.seibert@pni.com  deputy  managing 
editor.  The  Arizona  Republic,  200  E. 
Van  Buren  Street,  MN19,  Phoenix,  AZ 
85004.  No  calls  please. 


It’s  A  Classified  Secret! 

We'll  never  reveal  the  identity  of  an  E&P  box  holder. 

If  you  don't  want  your  reply  to  go  to  certain  newspapers  (or  companies),  seal 
your  reply  in  an  envelope  addressed  to  the  E&P  Classified  Advertising 
Department  with  an  attached  note  listing  the  newspapers  or  companies  you  do 
not  want  the  reply  to  reach.  If  the  Box  Number  you're  answering  is  on  your  list. 
We'll  discard  your  reply. 


PRODUCTION/TECH  PRODUaiON/TECH 


The  Seattle  Times  has  the  opportunity  to  make  that  big  career  move  you've 
been  looking  for. 

I  ASSISTANT  SINGLE  COPY  SALES  MANAGER 

I  How  about  a  front  row  seat  to  the  most  interesting  newspaper  game  in  Seattle? 

In  this  role  you  will  help  grow  the  sales  of  both  The  Seattle  Times  and  the  Post- 
I  Intelligencer  through  single  copy  locations  in  a  defined  geographic  zone.  Your 
I  goal  will  be  to  build  sales  by  developing,  coaching  and  motivating  single  copy 
sales  representatives  and  part-time  drivers.  High  energy,  skills  in  sales  and 
vendor  relationship  building,  sales  team  motivation  and  supervision  and 
understanding  of  single  copy  operations  will  be  essential  for  success 
in  this  position. 

Requirements  include  S-t-  years  of  closely  related  sales  and/or  single  copy 
operational  experience  with  2+  years  of  team  leader  or  supen/isory  experience; 
excellent  communications,  motivational  and  leadership  skills;  a  strong 
customer  service  orientation  and  good  PC  skills.  Must  have  a  valid  driver's 
license,  a  reliable  vehicle  and  maintain  minimum  insurance  of  1 00/300/1 00.  A 
i  related  college  degree  and  diverse  workforce  experience  are  desired.  Job  HR- 

I  006/JK  is  a  regular  full  time  position  with  a  competitive  salary. 

I  ASSISTANT  HOME  DELIVERY  MANAGER 

j  Must  have  previous  Newspaper/Circulation  experience.  Requirements  include; 

j  3  years  home  delivery  or  related  field  experience,  strong  verbal  and  Written 
I  Communications  skills,  reliable  transportation  and  company  required 

j  insurance  limits,  ability  to  direct  and  motivate  a  large  staff,  PC  skills 

I  (spreadsheets,  word  processing).  Preferred;  degree,  1-3  years  supervisory  and 

sales  experience.  The  selected  Individual  will  hire,  train,  establish  goals  and 
provide  positive  motivation  for  work  unit,  ensure  all  areas  of  service,  collection 
and  promotion  are  maintained  at  acceptable  levels  and  make  sure  all  districts 
are  adequately  staffed,  conduct  performance  evaluations  and  counseling  and 
continually  work  to  increase  Seattle  Times  circulation.  Must  be  customer 
service  oriented  and  demonstrate  ability  to  achieve  results  in  a  competitive 
market.  Salary  $46,200-$61 ,700  DOE.  Job  Code  HM/MGR-JAW.  Only  primary 
candidates  will  be  contacted. 

j  ASSISTANT  PLANT  MANAGER  PRINTING 

!  Step  up  to  the  big  leagues  as  the  assistant  plant  manager  for  printing  at  a  major 
I  metro  daily.  Make  your  move  into  a  job  that  offers  challenge  and  growth.  In  this 
I  role  you  will  lead,  direct  and  supervise  the  pressroom,  platemaking  and 
I  newsprint  warehouse  operations  for  both  our  Fairview  and  North  Creek  plants. 

1  Your  scope  will  include  more  than  day  to  day  operations,  and  will  involve 
I  improving  both  quality  and  quantity  of  production,  increasing  cost  effectiveness 
I  and  leading  and  developing  an  outstanding  staff.  In  this  key  role  your  efforts  will 
!  directly  impact  the  success  of  our  forthcoming  conversion  to  morning 
j  publication.  If  you're  ready  for  this  kind  of  opportunity,  we  want  to  talk  with  you! 

I  Requirements  include  a  related  college  degree,  or  equivalent  experience;  6-f 
years  of  newspaper  production  experience;  3-f  years  of  supervisory 
experience;  excellent  communications,  interpersonal  and  organizational  skills; 
strong  process  improvement  and  customer  service  skills  and  the  ability  to 
support  the  needs  of  a  large  high  volume  production  operation  on  a  7x24 
schedule.  This  is  a  regular  full  time  position  with  a  pay  range  of  $60-83K  per 
j  year,  DOE,  plus  bonus  and  an  excellent  benefits  package.  Job  Code  HR- 
i  087/JK. 

j  The  Seattle  Times  Company  offers  excellent  benefits  including  401  (k). 
i  Mail  resume  to; 

I  The  Seattle  Times 

Attn:  Job  Code 

j  P.O.  Box  70,  Seattle,  WA  98111 

Fax  to  (206)  51 5-5560  or  E-mail  to  jknapp@seatimes.com 
I  Equal  Opportunity  Employer 


Classified  Advertisers.  If  you  don't  see  a  category 
that  fits  your  needs,  please  call  us  at  (212)  675-4380  ext.  171 
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HELP  WANTED 

PHOTOGRAPHY 

PHOTOGRAPHER 

Join  The  Des  Moines  Regisfer  just  in 
fime  fo  convert  to  our  new  state-of-the- 
art  presses  in  2000.  The  Register  is 
looking  for  a  photographer  to  join  its 
award-winning  staff  of  shooters.  At 
least  two  years  of  full-time  newspaper 
experience  is  preferred.  Applicant 
should  be  a  strong  ideo  person,  with  a 
good  grounding  in  both  visual  and 
technical  skills  (use  of  Photoshop  and 
digital  cameras).  Send  a  cover  letter, 
resume  and  work  samples  to  The  Des 
Moines  Register,  Human  Resources, 
715  Locust  Street,  Des  Moines,  Iowa 
50309.  The  Register,  a  Gannett  news¬ 
paper,  is  an  equal  opportunity 
employer. 

NEW  MEDIA 

NEW  MEDIA  DIREaOR 

The  Free  Press  is  seeking  a  New  Media 
Director  to  oversee  its  online  ventures. 
This  Person  should  be  someone  with  an 
entrepreneurial  spirit  who: 

•Builds  a  strong  team  ethic  based  on 
innovation,  hard  work  and  risk-taking 
•Knows  and  loves  news  but  recognizes 
that  it's  just  one  aspect  of  online  suc¬ 
cess 

•Embraces  new  challenges  and  looks 
for  the  most  efficient  methods  of  meet¬ 
ing  them 

•Can  spot  trends  in  the  market  and  the 
Web  overall 

•Cares  about  user  behavior  and  pref¬ 
erences  and  looks  constantly  for  ways 
to  better  serve  the  online  audience 
•Is  able  to  build  relationships  and 
negotiate  agreements  with  people 
inside  and  outside  the  newsroom 
•Cares  about  the  community  and  looks 
for  ways  to  involve  area  residents  and 
organizations  in  Free  Press  online 
efforts. 

This  position  reports  to  the  publisher 
and  the  executive  editor  of  the  Free 
Press,  which  currently  produces  six 
daily  Web  sites:  alldetroit.com 
freep.com  michigansports.com 
auto.com  justgo.com/detroit  and 
yakscorner.com 

The  director  is  responsible  for  building 
content  and  traffic  on  these  sites;  procT 
uction  of  editorial  content  for 
classified  verticals  such  as  Home 
Hunter;  and  development  of  new  pro¬ 
ducts.  Supervises  a  stoff  of  six  and  col¬ 
laborates  with  other  Free  Press 
departments;  Detroit  Newspapers; 
Knight  Ridder  New  Media;  InfiNet, 
which  hosts  the  sites;  and  outside  ven¬ 
dors  and  wire  services.  Works  closely 
with  the  deputy  director  to  hire, 
oversee  and  evaluate  staff,  improve 
production  systems,  set  standards,  and 
select  new  technologies. 

Send  replies  to: 

Joe  Grimm 

Recruiting  and  Development  Editor 
Detroit  Free  Press 
600  W.  Fort  Street 
Detroit,  Ml  48226 
E-mail:  grimm©freepress.com 
(800)  678-6400  ext.  6490 
Fox:  (313)  222-5981 


_ NEW  MEDIA _ 

WEB  PRODUCER 

The  Free  Press  is  looking  for  a  full-time 
Web  Producer  to  help  publish  the 
Freep,  AllDetroit,  Auto.com  and  our 
other  online  publications. 

While  this  person  will  help  in  all  our 
online  efforts,  a  substantial  amount  of 
time  will  be  dedicated  to  maintaining 
and  enhancing  our  sports  coverage. 
The  producer  will  work  with  others  on 
the  Web  team  in  processing  photos, 
designing  and  building  Web  pages 
and  editing  files.  He  or  she  would  also 
help  make  decisions  each  day  about 
story  play  and  art  selection. 
Responsibilities  would  include  story 
ond  page  editing;  story  selection  and 
processing  on  weekends;  audio  and 
video  editing;  and  project  design.  Posi¬ 
tion  also  involves  participation  in 
designing  and  developing  new  features 
and  new  products. 

This  person  should  hove  experience  in 
Web  publishing,  knowledge  of  sports, 
a  strong  news  sense,  copy  editing 
skills,  an  interest  in  multimedia  and  an 
eye  for  detoil.  Technical  expertise 
should  include  HTML<  BBEdit  (or 
another  HTML  editor),  Photoshop, 
Illustrator  and  Macromedia  Freehand. 
Knowledge  of  Macromedia  Director 
and  SoundEdit  would  be  helpful.  An 
interest  in  JavaScript,  Perl,  CGI  or 
other  programming  would  be  a  plus, 
os  would  knowledge  of  spreadsheets 
and  databases.  Teamwork,  eagerness 
to  try  new  things,  big-picture  thinking 
and  willingness  to  adapt  to  the  ever- 
changing  demands  of  Web  publishing 
are  crucial.  This  would  be  an  evening 
shift,  starting  at  6  p.m. 

Send  replies  to: 

Joe  Grimm 

Recruiting  and  Development  Editor 
Detroit  Free  Press 
600  W.  Fort  Street 
Detroit,  Ml  48226 
E-mail:  grimm@freepress.com 
(800)  678-6400  ext.  6490 
Fax:  (31 3)  222-5981 


CLASSIFIED  I 
ADVERTISING! 
DEADLINES  | 

In-Column 
Advertisements  ! 

!  I 

Tuesday  noon  (EST)  for  !  i 
following  Saturday  issue  I 

Classified  Display  ; 

Friday  5pm  (EST)  8  days  | 
prior  to  publication 


_ NEW  MEDIA _ 

ONLINE  NEWS  PRODUCER 

The  Roanoke  Times  is  seeking  a  full¬ 
time  Online  News  Producer  to  expand 
and  improve  the  newspaper's  online 
news  presence.  We  are  looking  for  an 
Internet-sawy  team  player,  comforta¬ 
ble  working  in  a  team-oriented 
newsroom. 

Experience  working  in  a  multi-media 
environment,  knowTedge  of  HTML  and 
other  Web-friendly  software,  ability  to 
create  Web  pages  and  use  graphic 
programs  is  required.  News  experi¬ 
ence  preferred,  but  we  also  want 
someone  who  is  flexible,  adaptable, 
creative  and  willing  to  learn. 

Our  Online  News  Producer  will  be 
responsible  for: 

•Posting  The  Roanoke  Times'  news  con¬ 
tent  online 

•Creating  original  news  content  for  the 
newspaper's  online  site 
•Increasing  newspaper  and  user 
interactivity 

•Monitoring  and  troubleshooting  the 
posting  of  our  digital  content 
•Coordinating  news  department  online 
operations  with  roanoke.com 
•Working  with  all  newsroom  depart¬ 
ments  to  improve  online  offerings 

The  Online  News  Producer  would  work 
in  the  newsroom  and  report  to  both  a 
news  editor  and  the  general  manager 
of  roanoke.com 

Send  resumes  to  Diane  Hockenberry, 
The  Roanoke  Times,  P.O.  Box  2491, 
Roanoke,  VA  24010  or  E-mail  to: 
Dianeh@Roanoke.com 


MANAGER 

ADVERTISING  OPERATIONS 

USA  TODAY  is  seeking  a  dynamic, 
customer  focused,  technically  savvy 
individual  to  manage  our  Advertising 
Operations  deportment.  The  successful 
candidate  must  have  strong  knowledge 
of  the  newspaper  printing  industry  and 
understand  the  production  process 
from  pre-press  to  press  and  distribu¬ 
tion.  Knowledge  or  experience  in  pub¬ 
lication  sales  and  advertising  agency 
procedures  is  a  plus.  Candidate  will  be 
responsible  for  scheduling,  layout,  pro¬ 
per  placement,  and  reproduction  of  all 
advertising  that  appears  in  USA 
TODAY.  The  manager  directly 
supervises  3  direct  reports  with  an 
overall  staff  of  30.  Daily 
responsibilities  often  include  working 
with  the  advertising  sales  staff  as  well 
as  advertising  agencies  and  engravers 
nationwide.  The  manager  will  also  be 
involved  in  the  development  and 
implementation  of  a  new  scheduling 
and  layout  system,  materials  traffic 
system  and  the  ongoing  migration  to  a 
digital  workflow.  A  Bachelor's  degree 
in  a  related  field  is  or  equivalent  work 
experience  is  required. 

Please  mail  your  resume  with  salary 
requirements  to  USA  TODAY,  Human 
Resources  Department  (AO),  KDOO 
Wilson  Blvd,  Arlington,  VA  22229. 

Faxed  to  (703)  558-3840 

E-mail  to  sclark@usatoclay.com 

To  learn  more  about  the  USA  TODAY 
brand,  visit  our  web  site  at 
www.usatoday.com  We  believe 
respect  for  others  and  our  commitment 
to  diversity  represent  vital  strengths  of 
our  Company. 


! _ PREPRESS _ 

I  COMPOSING  SUPERVISOR  for  8 
[  weeklies  located  in  Southeast  Virginia, 
j  Central  plant.  Call  Hanes  Byerly: 
j  (800)  562-9822  for  information 

PRESSROOM 

PRESSROOM  MANAGER 

j  Zone  9  newspaper  printing  plant  is  cur- 
i  rently  seeking  a  qualified  Pressroom 
Manager.  The  ideal  candidate  will 
possess  a  minimum  of  five  years  expe¬ 
rience  in  single-width,  Goss  Urbanite 
i  web-fed  offset  printing  presses.  Man- 
!  agement  experience  a  plus.  Candi- 
I  dates  must  possess  excellent  communi- 
1  cation  skills  and  the  ability  to  train 
'  personnel.  Must  be  extremely  waste 
conscious  and  quality  oriented.  This 
position  will  be  required  to  supervise  a 
crew  of  15  to  25  employees,  including 
setting  daily  and  weekly  schedules 
while  being  flexible  enough  to  handle 
I  daily  product  changes  along  with 
j  product  movement  between  facilities. 

I  Excellent  salary  and  benefits  available. 
To  apply,  send  resume  and  salary  his¬ 
tory  and  requirements  to  Box  08801, 
Editor  &  Publisher. 

ASSISTANT  PRESSROOM  MANAGER 

Join  an  energetic  team  of  managers 
who  supervise  day-to-day  operations 
of  the  pressroom  at  The  Miami  Herald 
and  El  Nuevo  Herald  in  Miami,  Flor¬ 
ida.  This  position  provides  direction 
and  leadership  to  supervisors  and 
'  employees  producing  three  separate 
newspapers.  We  are  in  the  final  stages 
of  commissioning  five  new  Goss 
I  Newsliners  presses.  Proven  ability  to 
I  achieve  quality  and  meet  customer  ser- 
j  vice  and  department  goals  in  a  high- 
;  pressure  metro  daily  pressroom 
;  environment  is  required.  The  ideal 
:  candidate  will  hove: 

•Strong  organizational  skills 
•Excellent  communication  and  super¬ 
visory  skills 

•Ability  to  troubleshoot,  exercise  good 
I  judgment,  and  make  sound  decisions 
I  under  strict  deadlines 
.  •Commitment  to  producing  high  qual- 
I  ity  products  for  our  customers 

I  Interested  candidates  should  fax  or  E- 
moil  a  summary  of  qualifications  and 
references  to: 

I  John  Donnelly 

Printing  Manager 

I  Miami  Herald  Publishing  Company 
I  One  Miami  Herald  Plaza 

Miami,  FL  33 1 32- 1 693 
Fax  (305)  376-8224 
E-mail:  jdonnell@herald.com 

EXPERIENCED  PRESSROOM 
MANAGER  FOR  URBANITE 
PRESSROOM  12  UNITS 

1 

The  applicant  for  this  position  must 
have  previous  pressroom  management 
experience  and  knowledge  of  Urbanite 
:  maintenance.  Must  have  excellent 
I  communication  skills  in  order  to  func¬ 
tion  in  the  daily  operotion  of  the  press. 

I  If  interested,  please  send  a  copy  of 
your  resume  and  salary  expectations  to 
I  Box  08802,  Editor  &  Publisher. 
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CLASSIFIED 


HELP  WANTED 


_ PRESSRCX3M _ 

PRINTING  OPERATIONS  MANAGER 
The  North  County  Times,  located  in 
North  San  Diego  County,  is  looking  for 
a  Printing  Operations  Manager.  Can¬ 
didates  must  have  a  strong  technical 
understanding  of  printing.  Goss 
Headliner  experience  required.  Must 
hove  supervisory  experience  including 
strong  team  building  skills.  This  posi- 
tian  is  a  “working"  manager  and  will 
be  responsible  for  two  press  locations. 
Candidates  must  understand  what  is 
necessary  to  achieve  high  quality  print¬ 
ing.  Send  resume  to  HR,  North  County 
Times,  207  E.  Pennsylvania  Avenue, 
Escondido,  CA  92025. 

PRODUCTION 


ELEQRICAL  DEPARTMENT  MANAGER 

This  position  requires  a  degree  in 
Electrical  Engineering  or  a  related  field 
with  newspaper  or  commercial  printing 
background  preferred.  Candidate  must 
have  5  years  management  experience 
and  be  able  to  read  blueprints.  Will 
manage  team  of  20  electricians  in  a 
24  x  7  shop.  Excellent  benefits  include 
401  (k),  retirement  plan  and  med¬ 
ical/dental/life.  The  job  requires  pro¬ 
fessionalism,  good  verbal  communica¬ 
tion  skills  and  the  ability  to  motivate. 
Send  resume  to 

Rick  Ridgeway 
Atlanta  Journal-Constitution 
P.O.  Box  4689 
Atlanta,  GA  30302 

EOE/Drugs  Don't  Work 


PRODUCnON/TECH 


j  MACHINIST  SUPERVISOR 

I 

j  The  New  Haven  Register,  a  100,0(X) 
I  circulation  daily  and  Sunday  newspa- 
I  per,  has  an  immediate  opening  for  a 
I  mechanic/machinist  who  is  able  to 
j  maintain  and  repair  everything  from  pre- 
i  press  to  pressroom  to  distribution 
i  equipment.  Goss  double-wide  (5  years) 

:  experience  required.  Hands  on  and 
supervise  others.  We  offer  a  very  com¬ 
petitive  salary  and  benefit  package. 
Mail  or  fax  resume  with  salary  require- 
1  ments  to  Robert  Nevola,  The  New 
Haven  Register,  40  Sargent  Drive, 
New  Haven,  CT  0651 1  or  Fax  (203) 
789-5209. 


NEWS 


Makes  The  Difference 

♦  Editor  &  Publisher  is  NOT  a 
monthly  journalism  review. 

♦  Editor  &  Publisher  is  NOT  a 
monthly  association  house  organ. 

♦  Editor  &  Publisher  IS  the 
only  independent  weekly 
NEWS  magazine  covering  the 
newspaper  industry. 

EDITOR  &  PUBLISHER 
11  West  19th  Street 
New  York,  NY  10011 
(212)  675-4380 


CLASSIFIED  ADVERTISING 
INFORMATION  I 

PAYMENT  I 

I 

Make  check  payable  to  Editor&  Publisher 
or  charge  to  your  American  Express,  : 
MasterCard  or  Visa.  Please  supply  name 
HbSSh  on  card,  account  number,  expiration  date 
and  card  holder's  signature. 

Please  note:  International  ads,  new  accounts  and  positions  wanted  ads  must  pre-pay. 

TO  PLACE  AN  AD  j 

Mail,  fax  or  e-mail  line  advertising  copy.  Please  include  the  following 
information:  1 ,  Name,  2.  Company,  3.  Mailing  Address,  4.  Phone, 

5.  Ad  Classification,  6,  No,  of  insertions,  7,  Amount  $  enclosed, 

I  ! 

1  Or  place  your  ad  online  www,mediainfo,com  I 

i  Please  contact  us  for  contract  rates,  display  ad  copy  specifications  and  ! 
!  procedures  I 

MAIL;  Editor  &  Publisher  Classified  Ads 

11  W.  19th  Street,  New  York,  NY  10011 
FAX:  (212)  929-1259 
E-Mail:  ha2elp@mediainf0.com 
michelea@mediainfo.com 
eileenl@mediainfc.com 

QUESTIONS? 

VOICE:  (21 2)  675-4380  (Monday  -  Friday  -  9  AM  -  5  PM  EST) 

Hazel  Preuss  /  Extension  1 71 
Michele  Appello  /  Extension  173 
Lisa  Dixon  /  Extension  1 74  j 

FAX:  (21 2)  929-1 259  or  E-mail:  eileenl@mediainfo.com  anytime,  j 


POSITIONS 

WANTED 


ADMINISTRATIVE 

AWARD-WINNING  PUBLISHER  seeks 
new  challenge.  Have  J-degree  and 
diverse  experience  at  large  and  small 
properties.  Will  consider  interesting 
assignment  in  subordinate  role.  Box 
08799,  Editor  &  Publisher. 


EXPERIENCED  PUBLISHER/EDITOR/ 
CONSULTANT  seeks  new  location  and 
new  challenges.  Proven  successes  in 
marketing  analysis,  marketing, 
editorial  quality,  and  bottom-line 
turnarounds.  Reply  to  Box  08795, 
Editor  &  Publisher. 

ADVERTISING 

ADVERTISING  DIREaOR/GM  looking 
for  new  challenges.  1 5+  years  manag- 
ment  experience,  solid  growth  record, 
knowledge.  Zones  1  and  2. 

(570)  287-3099  or  E-mail 
willcomm@hotmail.com 

CIRCULATION 

CIRCULATION  CONSULTANT, 
weeklies,  dailies,  small  to  metros.  Over 
35  years  competitive  experience.  Dis¬ 
tribution,  Home  Delivery,  Single  Copy, 
Mailrooms,  Circulation  Computer 
Systems,  Promotions,  Sales,  Service, 
Trucking  and  Office  Pay  Systems.  Long 
or  Short  Term.  Call  Vince  Fusco  at: 

(21 0)661 -571 2  or 
E-mail  vincefusco@yahoo.com 

CIRCULATOR  skilled  in  sales  manage¬ 
ment,  telemarketing,  single  copy  sales, 
seeks  immediate  opportunity  in  eastern 
Zone  2.  Reply  to  ^x  08788,  Editor  & 
Publisher. 

EDITORIAL 

AWARD-WINNING  Journalist/Author 
with  stellar  publishing  history  ready  to 
jump  back  into  freelance  writing  whirl. 
I'm  keenly  interested  in  health, 
psychology,  and  subjects  that  touch  the 
lives  of  folks  over  50.  Clips  available 
upon  request.  Contact  me  by  phone 
(847)  869-4612,  Fax  (847)  869-4802 
or  E-mail  jlecler@mcs.com 

CAREER  JOURNALIST,  award-winner, 
deadline-oriented,  strong  writer,  seeks 
new  challenges  at  new  paper,  Phila¬ 
delphia,  Washington  and  North  Caro¬ 
lina  preferred.  Also  ready  to  become 
an  editor.  Great  coach  for  young 
writers,  chott@timesnet.net 


_ EDITORIAL _ 

I  ENERGETIC  TALENTED  JOURNAUST 
j  Unlike  most  college  grads.  I'm  experi- 
j  enced  and  rea^  to  work  for  a  full- 
I  flegged  journalism  organization.  I've 
1  already  worked  for  the  AP  and  The 
I  Washington  Post  Co.  Full-time  position 
'  wanted;  also  available  for  freelance 
j  writing.  Resume/clips: 

www.erols.com/heavy 
(202)  256-0866 
sh7046a@american.edu 

I  MAGAZINE  WRITER  seeking  staff 
I  magazine  or  newsletter  position.  10 
j  years  freelance  writing  experience, 
i  Will  relocate  in  June.  Reply  to  Box 
I  08796,  Editor  &  Publisher. 


I  MAGAZINE/NEWSPAPER  WRITER/ 
j  EDITOR  seeks  creative  Internet  position. 

I  I  eat  challenges  for  breakfast! 

I  Call  Candice:  (702)  223-41 93 

!  NEED  THAT  MOVIE  critic/  enter- 
i  tainment  writer  who  doesn't  go 
with  the  flow? 

j  Then  I'm  your  candidate.  Call  for 
!  resume  and  clips  (765)  497-9320. 

FINANCE 

AHENTION: 

EXECUTIVE  SEARCH  FIRMS, 
RECRUITERS  &  CHAINS 

FORMER  GANNEH  CONTROLLER, 
victim  of  an  acquisition  by  cnhi,  seeks 
I  opportunity.  Ten  years  experience  as 
;  controller  and  eighteen  years  in  the 
industry  including  all  facets  of  account¬ 
ing.  Experience:  supervising  ten  full 
timers  and  two  part  timers  (including 
IS),  Veteran  of  two  successful  computer 
conversions,  and  total  responsibility  for 
A/P,  A/R,  GL,  payroll,  F/A,  EOM  clos- 
i  ing,  capital  and  annual  operating 
'  budget  submissions. 

j  Telephone:  (217)442-6813 
i  E-mail:  rmoore50@worldnet.att.net 


I  PRESSROOM 

1  ■  ■■  ■ 

i  PRESSMAN  WITH  1 7  years  of  hands- 
on  experience  and  fresh  MBA  seeks 
supervisory  position.  Eager,  ambitious, 
talented  and  knowledgeable  in  all 
aspects  of  newspaper  printing  needs. 

I  New  challenges  and  professional 
i  growth.  Computer  literate  with  good 
j  communication  skills.  I  am  customer 
i  and  quality  driven  to  produce  top  pro- 
!  ducts.  Proven  ability  to  direct  and  lead 
pressroom  activities.  Familiar  with 
working  in  unionize  environment. 
ReplytoDeanatdfrisco@zbzoom.net 
Or  call  (724)  452-8743 
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E<SrP  SHOP  TALK  AT  THIRTY 


by  Joel  Kaplan 

May  the  sources  stay  with  you 

One  reporter’s  decision  to  burn  a  source  raises  questions  of  source  ethics 


Now  that  the  trial  of  our  deceitful, 
perjurious  president  is  over,  we 
can  finally  turn  our  attention  to 
more  important  things. 

Like  what  we  should  do  about  the  pres¬ 
ident’s  deceitful,  perjurious  aide,  Sidney 
Blumenthal. 

We  know  Sidney  is  a  perjurer  because 
one  of  his  “close  friends”  says  he  is  — 
and  he  signed  an  affidavit  attesting  to  it. 

And  there’s  no  question  that  Sidney 
Blumenthal  committed  perjury  because 
that  friend,  Christopher  Hitchens,  is  a  jour¬ 
nalist.  And  as  we  have  discovered  through 
the  yearlong  infatuation  with  Monica 
Lewinsky,  all  journalists  tell  the  truth. 

Actually,  all  things 
considered,  most  of  the 
journalists  who  covered 
the  Lewinsky  scandal 
from  the  beginning 
have  had  a  pretty  good 
track  record  of  accura¬ 
cy  that  was  confirmed 
when  the  final  details  of 
the  president’s  liaison 
with  Lewinsky  came 
out  of  the  Starr  report. 

And  there’s  no  rea¬ 
son  to  believe  that 
Hitchens  is  not  telling 
the  truth  when  he  says 
Blumenthal  lied  under 
oath.  Hitchens  says  that  he  and  his  wife 
had  lunch  with  Blumenthal  two  months 
after  the  scandal  broke.  During  that  lunch, 
Hitchens  says  his  old  friend  Blumenthal 
told  them  that  Monica  was  a  stalker. 

The  Republican  House  managers  engi¬ 
neering  the  impeachment  prosecution 
found  that  information  intriguing  since 
that  is  also  what  Clinton  told  Blumenthal. 
But  Blumenthal  testified  under  oath  that 
he  never  repeated  that  charge  to  a  joumal- 
i.st.  Thus,  Blumenthal  faces  investigation 
and  possible  indictment  for  perjury. 

Blumenthal ’s  attorney  says  that  his 
client’s  testimony  and  the  affidavit  are  not 
inconsistent  (undoubtedly,  they  will  make 
the  defense  that  the  lunch  was  among 
friends  and  that  he  was  telling  the  infor¬ 
mation  to  Blumenthal  as  a  friend  and  not 


a  journalist,  so  Sidney’s  defense  will 
depend  on  what  your  definition  of  a  jour¬ 
nalist  is). 

Regardless  of  what  happens  to  Blumen¬ 
thal,  Hitchens’  affidavit  does  raise  some 
immensely  important  issues  for  journal¬ 
ism,  specifically  under  what  conditions  is 
it  OK  to  bum  a  source. 

What  I  believe  as  a  journalist  and  what 
I  now  teach  journalism  students  is  that  it  is 
never  OK  to  betray  a  source  except  under 
rare  and  unusual  circumstances. 

That’s  because  one  of  the  bedrock  prin¬ 
ciples  of  journalism  is  that  you  never  give 
up  a  source  no  matter  how  hard  cops  and 
prosecutors  go  after  you  —  and  it  happens 
more  often  than  most 
readers  realize. 

Reporters  are  not  an 
arm  of  government  in¬ 
cluding  independent 
prosecutors.  Nor  are 
they  investigators  for 
defense  attorneys.  Good 
sources  do  not  reveal 
important  information  if 
they  think  that  their 
identities  will  be  ban¬ 
died  about. 

Good  reporters  are 
willing  to  make  a  deal: 
important  information 
in  return  for  anonymity. 
And  good  reporters  believe  they  must  go 
to  jail  to  protect  that  principle. 

Now  there  are  some  ethical  reporters 
who  believe  that  the  promise  of  anonymi¬ 
ty  only  goes  so  far.  They  would  blow  the 
whistle  on  a  source  if,  for  example,  it 
would  save  a  life.  Even  under  those  cir¬ 
cumstances,  I  don’t  feel  comfortable  in 
breaking  that  bond.  I  might  try  to  cajole 
and  beg  the  source  to  come  forward,  but  I 
would  not  be  the  one  to  out  him. 

Then  again,  there  is  a  circumstance 
where  I  would  give  up  a  source  —  when 
that  source  knowingly  lied  to  me. 

To  me,  the  bargain  is  simple.  Tell  me 
information  you  believe  to  be  accurate  and 
1  will  protect  you  to  my  grave.  Intentionally 
lie  or  deceive  me  and  the  contract  is  off. 

There  is  also  one  other  time  when  I 


would  give  up  a  source  —  when  the 
source  gave  me  permission.  In  fact,  most 
responsible  journalists  grant  anonymity 
reluctantly  and  are  always  trying  to  get 
their  sources  to  go  on  the  record.  It  makes 
for  a  better  story.  (To  be  sure,  some  jour¬ 
nalists  still  resist  that  notion  since  if 
enough  sources  go  on  the  record,  that 
might  identify  those  who  want  to  stay 
anonymous.) 

Which  brings  us  back  to  the  Christopher 
Hitchens/Sidney  Blumenthal  controversy. 

By  identifying  Blumenthal  in  his  affi¬ 
davit  as  a  source,  Hitchens  committed  an 
unpardonable  journalistic  sin.  He  broke 
his  promise.  As  such,  his  credibility  as  a 
witness  may  be  high,  but  his  future  as  a 
journalist  has  been  compromised. 

Now  there  may  be  special  circum¬ 
stances  here.  We  don’t  know,  for  example, 
what  the  ground  rules  were  during  that 
lunch  and  whether  the  conversation  was 
off  the  record.  Also,  Blumenthal’s  attor¬ 
ney  did  announce  that  he  was  letting  all 
the  journalists  who  spoke  with  Sidney  out 
of  their  promise  of  confidentiality.  But  no 
journalist  should  be  comfortable  with  that 
type  of  arrangement.  Only  if  Blumenthal 
spoke  directly  to  Hitchens  could  he  get 
out  of  that  contract. 

The  Lewinsky/Clinton  scandal  has  cre¬ 
ated  a  whole  bunch  of  new  journalistic 
rules  as  it  comes  to  reporting  on  the  pri¬ 
vate  affairs  of  public  figures.  But  one  area 
where  I  hope  the  rules  won’t  be  changed  is 
that  we  protect  our  confidential  sources  no 
matter  what. 


Kaplan,  a  former  reporter  for  the 
Chicago  Tribune,  is  chairman  of  the 
Newspaper  Department  at  Syracuse 
University’s  Newhouse  School  of 
Public  Communications. 

Send  Shop  Talk  columns  to  senior 
managing  editor  Steve  Yahn:  e-mail 
stevey@mediainfo.com,  fax  212-691- 
7287,  mail  Editor  &  Publisher  11  W.  19th 
St,  10th  Root,  New  York,  NY  10011.  Sub¬ 
missions  are  maximum  of  850  words 
relating  to  the  newspaper  industry. 


Tell  me  information 
you  believe  to  be 
accurate  and  I  will 
protect  you  to  my 
grave.  Intentionally 
lie  or  deceive  me  and 
the  contract  is  off. 
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THE  ENCYCLOPEDIA  OF  THE  NEWSPAPER  INDUSTRY! 

1999  Edition  ^  ^ 


VOLUMES' 


The  world’s  premier  source  book  on  today’s  newspapers.  Now 
in  its  79th  annual  edition,  the  Year  Book  is  an  exhaustive  com¬ 
pilation  of  names,  statistics,  data  and  newspaper-by-newspaper 
information  you’ll  find  nowhere  else!  More  than  16,000  research  hours  have  been  devoted  to  revising, 

adding,  updating  and  enhancing  the  Year  Book.  It  provides  the  most 
r  1  —  LI.S.,  C'i'MNADL'VN  /VND  h'OI^IG.N  DAILIES  up-to-date  data  available.  Order  your  set  today! 

Dailies  throughout  the  world  including  contact  names,  addresses, 
phone/f^  numbers,  local  population,  circulation,  special  editions, 
mechanical  specs,  equipment,  news  services  and  more!  Also  data  on 
news,  picmre  and  syndicated  services;  equipment/interactive  prod¬ 
ucts  and  services;  and  other  organizations  and  industry  services. 

.M:\V!  P.\RT  2  -  LI.S.  A.ND  CA.NADIAN  CO.M.ML - 
MTY,  SPECIALTY  and  FREE  PL  BldCATlONS 

Community  papers,  shoppers/TMCs,  specialty  and  niche  publica¬ 
tions:  alternative,  ethnic,  religious  ...  Contaa  names,  addresses, 
phone/fax  numbers,  circulation,  ad  rates,  mechanical  specs,  equip¬ 
ment  and  more! 


ITS  THE  WHO,  wrUXT,  WHERE,  WHEN 
AND  HOW  OF  NEWSPAPERS! 


Full  set.  Parts  1,  2  and  3  -  $179  •  Dailies  (Part  1)  and 
Who’s  Where  (Part  3)  -  $129  •  Dailies  (Pan  1)  ONLY  -  $1 1 5 
Ask  about  discounts  on  five  or  more  copies! 

Also  available  on  CD-ROM 

Database  and  application  WITH  listing  capabilities  —  $895 

Mail  Your  Order  and  Payment  To:  Editor  &  Publisher  International  Year 
Book,  PO  Box  3000,  Denville,  NJ  07834-3000  Or  charge  your  order  to 
your  AMEX/Visa/MC  account,  call:  800-783-4903  •  Fax:  973-627-5872 
•  E-mail:  edpub@mediainib.com  ORDER  ONLINE;  www.mediainfo.com 
•  CD-ROM  inquiries:  (212)  675-4380,  ext.  172 

Payment  must  accompany  all  orders  for  1999  edition.  CA,  CO,  DC,  MA  and 
NY  residents  please  add  appropriate  sales  tax.  Canada  residents  please  add 
GST.  No  shipment  to  PO  Boxes.  All  CD-ROM  sales  are  final. 


P.\R  1  A  -  "WHO'S  WHERE' 

Your  separate,  perfectly  portable  and  packable  phone  directoty  of  the 
major  players  in  both  DAILY  and  NON-DAILY  papers. 
Alphabetical  by  name  with  company  name,  tide  and  phone  number. 


The  EDITOR<SrPUBLISHER  COMPANY 

Where  You’ll  Find  the  Powers  of  the  Press  . 
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If  you  don’t  have  the  time  to  read 
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